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LAWN MOWERS 


Sold only through 
HARDWARE DEALERS AND SEEDSMEN 
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THE NEW FLATNESS 





( spe that does not distort your view with crinkly 


outlines—nor hamper your vision with streaks 
and waves. You have only to look at this new win- 
dow glass, as well as THROUGH it, to see the reason. 

Pennvernon is flat. Both sides, alike, are noticeably 
free from the curves, waves and other imperfections 
that have always belonged to win- 
dow glass. Both sides are bril- 
liantly surfaced — brighter than 
any fire-finished glass of the past. 


The glazier finds his work im- 


Pennuernon 


flat drawn 


WINDOW GLASS 


IS THE SECRET 


measurably lightened... and the user gets a flatter, 
brighter glass which costs no more than ordinary 
glass. 

Stock Pennvernon. It’s a born seller. It is obtain- 
able through warehouses of the Pittsburgh Plate 
Glass Company in every leading city. Read why this 
window glass is so different— in 
the new Pennvernon booklet, 
which will be mailed you on re- 
quest. Pittsburgh Plate Glass 
Company, Pittsburgh, Pa. 
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Are as Good as 
Their Name... 


The name Vaughan on any tool is a guarantee of 
GENUINE quality. 
The word VANADIUM, when combined with VAUGHAN 
on any. tool, is a guarantee of GENUINE Vanadium 
Steel Construction. 


Test out a VAUGHAN VANADIUM Hammer with any 
of the hammers today that contain just a trace of 
vanadium and are therefore called vanadium. 


What a difference! The VAUGHAN VANADIUM 
Hammer stands up against the severest test—stands up 
against abuse. 

The reason is just this: VAUGHAN VANADIUM 
Hammers contain an ample quantity of vanadium— 
MORE than enough to make them STRONG and 
TOUGH. 


They make good with your customers. They’re tools 
you can stake your own good name on. 


They are TRADE BUILDERS and bring JOBBER AND 
DEALER more profits. 


Ask your jobber for Vaughan and Bushnell Tools 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 


M“Makers of Fine ‘Toots 
214 Carroll Ave.~ ~ Chicago, lil. U.S.A. 
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DEN NSYLVANIA 


Quality 
LAWN MOWERS 


FOR LONG-RUN ECONOMY 


These two lines distributed exclu- 
sively through hardware and seed 
stores. We do not sell to syndicates, 


chains or book houses. 
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LVANIA 


Ask your jobber now for prices on the fa- 
mous PENNSYLVANIA Quality line, as 
well as on the low-priced line of PRIMOS 
Mowers, which are all PENNSYL- 
VANIA-built. 


Pennsylvania Lawn Mower Works 
1615-35 North 23rd Street, Philadelphia, Pa. 


PRIMOS 


Pennsylvania-built 
for EXTRA VALUE 
in Low-Priced Mowers 
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Every tire dealer 
should have 
this book 


The new Mansfield Tire size book 
will help you every day. Com- 
plete information on tires for 
every car made. A copy is yours 
for the asking. Write for it today. 
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Made for 
YOUR 





CUSTOMERS 


OUR customers are your most valuable business asset. 
Their confidence in you and your merchandise is the basis 
for all your profit—all your success. 


What kind of tires do you sell them? 


There's no longer any secret in making good tires, but there 
is a difference in,tires. 


Some manufacturers build for their own profit, some build for 
price, some for discounts. 


Mansfield builds for mileage—for dependable service, for 
honest value. Every Mansfield Tire is planned and constructed 
to make good our pledge to your customer—“More miles 
with Mansfields.” 


Volume large enough to keep costs down—buying power 
great enough to secure the choicest materials—a modern, 
efficient plant—these make it possible for Mansfield to offer 
you a proposition of unusual attractiveness. 


See your Mansfield distributor today or write direct to us for details. 


THE MANSFIELD TIRE & RUBBER CO., Mansfield, Ohio 


MANSFIELD 





TIRES 


MORE MILES WITH MANSFIELD S 
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of Your Hard Earned Money 


Will You Give 
for this Mysterious Package? 


It may contain Diamonds—or Sand 





Will you buy sight unseen? Whether you will 
or not depends on how the gambler and business 
man are balanced in your personality. The 
chances are you’ll insist on seeing before you buy. 
That’s only a natural right. And your customers 
claim that right, too. 

This is so well recognized that it has become 
one of the basic principles of modern selling: 
“The better you show, and the more easily the 
customer may see what he is going to buy, the 
quicker the sale and the greater the sales.” After 
all, you’re running a hardware store, not a grab 





Nothing is hidden in this store, if it's for sale. This successful bag. 
business was built on the more than he came 
to buy. 
a — ' But do you really believe in Display? 


You may grant this principle is sound—experi- 
ence of aggressive merchandisers is proving it 
every day. But does your store show that you be- 
lieve it? A careful glance at your “salesroom” 
may leave you not quite so sure as you would be 
off-hand. Then let,us, as specialists in Store Engi- 
neering, tell you all the latest developments in 
modern merchandising as expressed in up-to-date 
Warren Fixtures. Send the coupon, and we will 
send you our New Fixture Catalog and tell you 
how your fixtures can do a big share of your 
selling. 


J. D. WARREN MFG. CO. 
wy 208 W. Washington Street 


ARREN * "dai CHICAGO, ILLINOIS 
SECTIONAL DISPLAY FIXTURES 


(1) The Warren Nail Bin [() Information Sheet for 














J. D. WARREN MFG. CO. 
208 W. Washington St. Counter Folder. Suggestive Store Ar- 
Chicago, IIl. ia i 

We want to know more about Warren Fixtures. COE Cie aa oe Bab we eae NA se Ses Se ee walseme eewes 
Please send us: 

RN NEO 666 arian Fe 'G: Gade S Hike Bw sceia bre wher Dieuatn aatate 

0 The New Warren Fix- [ The Warren Display 

ture Catalog. Table Folder. MS: nc eaininiicse bie ate.6.000.¥ Sd as Ce ceeeaene sens 

H. A, 7-24-30 
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Mr. Advertiser: 


Give your jobbers recognition in your advertisements. The following 
letter from George A. Fernley, Secretary of the National Hardware 
Jobbers Association, contains a practical suggestion for making your 
advertisements more productive. Read it carefully. 


A large proportion of the advertisers in HARDWARE AGE, 
recognizing that the greater part of the hardware business 
flows through the jobber-to-dealer channel, usually refer 
the dealers to their jobbers, either directly or by inference 
in most of their advertisements. 

May we again suggest that every one of your advertise- 
ments carry a clearly expressed suggestion that the dealer 
approach his jobber for your products? 


HARDWARE AGE 


A Unit of the United Business Publishers, Inc. 
239 West 39th Street New York City 
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NO OPENING TOO HIGH 
. . » »« NONE TOO WIDE 





“*Quality leaves | 
tts imprint” 


"FoldeR Way partition doors 


With FoldeR-Way, whole walls disappear and reappear, with prac- 
tically no effort and no noise. Idle floor space is utilized; not a 
foot of it need be wasted with R-W equipment. 


Here is a typical example, the Junior & Senior High School, Quaker- 
town, Pennsylvania. The doors are 22 feet high, the opening 60 
feet wide. Yet one man experiences no difficulty in moving the 
entire set of 20 doors. There has never been any trouble or costly up- 
keep connected with this or any other R-W engineered installation. 


Let an R-W engineer show you how FoldeR-Way equipment Will 
slide and fold away doors of any size. Write for Catalog No. 43 today. 


The beauty and smooth operation of R-W Compound Key Veneered doors are lasting. 
Sagging, warping, swelling, shrinking are practically eliminated by tongue 
and groove method of applying veneer. These famous doors are now made 
exclusively and sold only by R-W for FoldeR-Way partitions. 


Write for Catalog No. A-53, illustrating R-W Disappearing 
Door Wardrobes for the classroom. 


Richards-Wilcox Mfg. Co. 


“A HANGER FOR ANY DOOR THAT SLIDES” 
AURORA, ILLINOIS, - S.A. 


Branches: New York Chicago Boston Philadelphia Cleveland  Cinci di St. Louis. - New Orleans 
Kansas City Los Angeles San Francisco Omaha ttle Detroit Atlanta ee oa ean Canadian Co., Ltd., London, Ont. 












Des Moines © Minneapolis 
Montreal Winnipeg 
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SOLVING “LOST SALES” PROBLEM! 


The Answer to the 200 Lost Sales Recently Bulletined by the Department of Commerce 
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“We are very pleased to tell you that we find a great deal of use for ; 
HARDWARE AGE CATALOG and could hardly conduct our business with- a 
out it as we are continually referring to same for names and addresses of 
manufacturers and we find that it results in real business. 

Within the past week we secured two orders on account of information in 
this catalog and believe that all manufacturers making material for the hard- 
ware trade should be represented in this book.’’ 


BULLOCK-GREEN HARDWARE CO., BUFFALO, N. Y. 

























The Only 
Hardware Buyers’ 
Reference Book 
Specially Compiled 
to fit the 
needs of the 


On eee 


Sent to every 


Hardware t 
Hardware - 
Trade % 
Jobber & Larger 
Retailer 
Over 11,000 ° 


Letters of Appreciation 
prove its constant 
value to 
Hardware 
Buyers 


Hardware Age Catalog 


Contains information which means more sales to Hard- 
ware Buyers and Manufacturers. We ask the cooperation 
of Hardware Buyers in making this fact generally known. 
Mention HARDWARE AGE CATALOG when writing 
to Manufacturers. They’ll appreciate knowing what helps 
you and themselves. 


HARDWARE AGE CATALOG e 239 W. 39th St., New York City 
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No. 852 Swivel Hanger 


Sales are quickly made 
with hardware of 
recognized quality 


Years of successful designing and manufacturing 
of Garage Door Hardware have established such an 
enviable prestige for 


Natienal 


that selling effort is reduced to a minimum. Your 
trade has become apprised of its merits through use 
or through the endorsement of enthusiastic friends. 


The No. 803 Set, illustrated, is designed to carry doors 
around the corner—allowing full use of the garage 
door opening. All hardware is installed on the inside 
where it is protected from the weather. The No. 852 
Hanger is included in this set. 

The No. 852% Single-wheel Swivel Hanger is used 
with the No. 803 set when two sets are used in an 
opening without center posts. 


Many other styles such as the Nos. 800 and 801 
sets are of the same dependable quality. 


Your trade is calling for this hardware 
by name—NATIONAL; why substitute ? 


NATIONAL MANUFACTURING CO. 
STERLING ~ 
ILLINOIS 





makes hardware to serve every building purpose—a 
complete line. The items below are all big sellers: 





National 











SLIDING DOOR HANGERS HALF SURFACE BUTTS 

SLIDING DOOR RAIL MORTISE BUTTS 

GARAGE HARDWARE ORNAMENTAL HINGES 

DOOR LATCHES CUPBOARD TURNS 

SCREEN HARDWARE SASH LOCKS 

STRAP AND TEE HINGES SASH LIFTS No. 852%; 
Swivel 
Hanger 
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FOR MANY YEARS 


KEEN KUTTER AXES 


HAVE BEEN KNOWN AND RECOGNIZED 
AS THE STANDARD 

IN FINE QUALITY EQUIPMENT 
They are Available 

in a wide range of patterns 
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: | Sell Parents 











the Health Appeal 

| in Roller Skati 

: in Roller Skating 

E Roller skating provides great sport for 

& youngsters. It also builds strong bodies 

H and good health. 

2 Keeps children out of doors, develops 

a physical poise, requires deep breathing, 

5 brings practically all the muscles into ac- 
tion—keeps them well and happy. 
Emphasize these points—sell parents the 
health appeal in roller skating. Then tell 
them about the advantages of— 

i Ball Bearing 

: EXTENSION 


ROLLER SKATES 


Mention how their fine ball bearings, self- 
contained wheels and trucks that oscillate 
+ on best rubber cushions all contribute to 
making roller skating so easy and pleasant 
and altogether satisfactory. 








One skate can bé extended to all sizes— 
a large stock is unnecessary. No skates are 
more popular than the new Union Hard- 
ware Line—standard for over 75 years. 


Sold by all jobbers. 


HARDWARE COMPANY 
Pe | 


Reg. U. 8S. Pat. Off. 





Torrington, Connecticut 


New York Office: 151 Chambers St. 


ESTABLISHED 1854 INCORPORATED 1864 
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ARE THE HOUSEWIVES OF 
BROWNVILLE — 

WELL ACQUAINTED WITH 
YOUR STORE? 


Don't neglect the fact that the women of your town and every town are 
increasingly important customers. More and more of the purchases for 
“Home Use” are their exclusive province. Shopping with them is a 
business, and the more pleasurable it can be made the more it-attracts 
them to your store. 


Housefurnishings Pay When They are Actively 
Merchandised 


It has been conservatively estimated that America will spend nine hun- 
dred million dollars for housefurnishings during the present year. This 
amount will be spent in the lines that are applicable to your store and 
your trade. These facts behoove you to give particular attention to 
these lines. 


With the women of the nation holding the purse strings, the enterpris- 
ing merchants are taking the ladies into consideration. Housefurnish- 
ings, well displayed and stimulated by advertising, mean increased store 
traffic, larger sales, and profits safe in the bank. 


Watch the Housefurnishings issue each month in HARDWARE AGE for 
the live articles on Housefurnishings. They are filled with profitable 
ideas. 
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UNION LOCK 
POULTRY FENCE 
POULTRY FENCES 

POULTRY 


Sell these Fences for You 


First: The strongest advertising campaign back of any brand message to every prospective fence buyer—hammer 
of fence. Second: quality so high that every farmer recog- home the advantages that these superior fences offer — sell 
nizes it—these are the facts that enable American Steel & the need for balanced farming—and point out your store 


ome pen ia to estab- zn C Insu. IF} Ft ‘e d as fence and post headquarters. 


Now is the time to act—if you 
In leading farm papers, full and are not handling Zinc Insulated 
half page advertisements in 


Fencing, orour steel fence posts, 
celor, carry the Zinc Insulated 


Fe @| Os any write for Full details. 














AMERICAN STEEL & WIRE COMPANY 


208 S. La Salle Street, Chicago , 30 Church Street, New York 
Other Sales Offices: Atlanta Baltimore ee Boston Buffalo Cincinnati Cleveland Dallas 
Denver Detroit Kansas City Memphis Milwaukee Minneapolis-St. Paul Oklahoma City Philadelphia 

Pittsburgh Salt Lake City St. Louis Wilkes-Barre Worcester 
Pacific Coast Distributors; Columbia Steel Company, Export Distributors: United States Steel Products Co., 
San Francisco Los Angeles Portland Seattle Honolulu 30 Church St., New York City 
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IMP for 





STRENGTH 











4450 Carroll Avenue 


Philadelphia Atlanta 


The Midge 
for Steel Casements-- 


~.RIXSON 194 


As small as it is powerful, this new Rixson 
Casement Operator has been especially de- 
signed for Steel Casement Residence Win- 
dows (with close-up or offset hinges). It 
gives a high standard of performance com- 
paring favorably with operators of any size. 


In addition, through co-operation with the 
U, S. Bureau of Standards screw hole loca- 
tions, in the sash plate are furnished con- 
forming to the standard perforations 
adopted by a majority of steel sash makers. 


Write us for full information on this Operator. 
See Sweet’s for other Rixson Data. 





THE OSCAR C. RIXSON COMPANY 


New York Office: 101 Park Ave., N. Y. C. 
New Orleans Los Angeles 
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every Type and Size 





Reed and 
Prinee 
Products 
inelude: 


Wood Screws 
Machine Screws 
Cap Screws 

Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Machine Screw Nuts 
Stove Bolt Nuts 
Chair Rods 
Stove Rods 
Seat Rods 
Specialties 


Available in any fin- 
ish — nickel, blued, 
copper, bronze, brass, 
galvanized, plain, 
polished, cadmium, 
chromium. 





Reed & Prince Screw 
Products can be depend- 
ed upon for unvarying 
uniformity in strength, 
finish and dimensions. 
Every Screw, Nut and 
Bolt meets the highest 
standards of quality and 
accuracy. 

For GOOD WORK use 
dependable Reed & 
Prince Products. Your 
largest requirements can 
be handled promptly. 
May we submit samples 
and prices. 











Builders’ Hardware 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 


—E———————— 
REED & PRINCE MFG.CO. 
WORCESTER, MASS..U.S.A. 


WESTERN BRANCH at CHICAGO - 3635 IRON STREET 






Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 
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Water Systems 


: Country and 
Suburban Homes 
— Beg Summer Cottages 
4 Farms & Country | 



































2510 We 

MYERS .{- %\— ae 
Shallow Well Home |@sz4tate=/ SS 
Water Systems 


2 Sizes-250103004—~S | 
Gallons per Hour, Ss | 
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YERS Water Systems give 

your customers just what they 

Sy demand in the way of performance. 

/ a , Utmost in service at minimum of 

A Ake \, | cost. Styles and sizes for any in- 

4 My) stallation up to ten thousand gal- 

y ry lons of water per hour. Hand, 

windmill, engine or motor power. | 

ee # Deep or shallow wells or other | 

EE nee sources of supply. Regardless of 

ee the requirement, the point of insta!- 

) lation or the price, there is a relia- 

ble Myers Water System for the 
purpose, 


Nationally advertised, dependable 
and long lasting, dealers find them 
easier to sell, more satisfactory and 
profitab'e than many others. We ask 
permission to send you a copy of 
our late catalog and complete in- 
formation. Write or wire. 


MPE.MYERS& BROS 








ASHLAND, OHIO. 












Felling 
Ye about... 
ARCADE =: TOYS 





ational Advertising 
Ten million sales-making messages will blanket Amer- 
ica’s toy buying public, telling the story of Arcade Cast 
Iron Toys—the durable, hard-to-break toys that look real. 
Fathers and Mothers from coast to coast will read— 
will see—will buy. And it‘s up to you to prepare for this 
big demand by getting ready NOW! 


How You Can Benefit from this Advertisment 


Place your Arcade Toy order early and have your 
shelves and counters filled with eye-appealing, quick sell- 
ing Arcade Toys. A complete assortment makes parents 
“buy, buy, buy”— ahd keep on buying. 

Arcade Toys—as they are shown in the advertising, 
as they appear on your shelves, and in use—LOOK REAL! 
A good display in a prominent place’in your store will 
identify the actual line of Arcade Toys with the advertis- 
ing at a glance. 


Advantages of Piiiing Orders Early 


Our desire to help and co-operate with you prompts 

us to urge you to place your order for Arcade Toys NOW! 
Orders placed late reach us at a time when our capacities 
are greatly taxed. 
Orders placed early, however, will reach you promptly 
there will be no delays. Get ready now for young Amere 
ica’s demand for Arcade Cast Iron Toys. The advertising 
is all set and ready to go. Are you? Order NOW! 


ARCADE ixox TAYS 


BRANCH OFFICES: REPRESENTATIVES: 
New York, J. T. Rowntree, 
5th Ave. Bldg. San Francisco Portland 
Chicago, Los Angeles Seattle 
553 W. Randolph St. Salt Lake City Denver 


ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 
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SILVER SAW S 


STEEL 
; es HE hardware merchant who 


sells Atkins SILVER STEEL 
Saws and Tools makes a legitimate 
profit on every sale—a profit he de- 
serves. The high quality of Atkins 
Saws is beyond comparison—they 
are manufactured to the highest de- 
gree of efficiency, not’: down to a 
price basis. 
VERY SILVER STEEL Saw t 
and Tool made by Atkins has : 
the Atkins identifying trademark 
to guarantee the user that he is 
purchasing the best products that 
brains and skill can produce—that 
he is getting his Money’s Worth. 


YOU can INCREASE YOUR 
SALES of Atkins SILVER 
STEEL Saws by displaying At- 
kins trim, posters, cards, and signs 
in your store. 
































aearieniemnmenninntes 











Atkins SILVER STEEL Saws, Saw Tools and Saw 
Specialties are sold through the regular jobber and 
dealer channels. 


E. C. ATKINS & COMPANY 


Manufacturers of Saws, Saw Tools, Files, Machine Knives 
and Crinding Wheels 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 


Home Office and Factory 


402 South Illinois Street, Indianapolis, Indiana 


Canadian Factory, Hamilton, Ontario 
Machine Knife Factory, Lancaster, N. Y. 


Branches Carrying Complete Stocks in the Following Cities 


ATLANTA NEW ORLEANS oF aaa 
MEMPHIS NEW YORK CITY PARIS. FRANCE 
CHICAGO PORTLAND, ORE. VANCOUVER, B. C. 


Write to Headquarters at Indianapolis 
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The New Montgomery Ward & Co. has an- The Elusive We recently published an article 
M. O. Time nounced a new and somewhat radical Bootlegger on the activities of certain so-called 


time payment plan. The privilege 
of time payment is to be extended 
to all purchases of goods except groceries, where orders 
total $25 or more. 


Payment Plan 


Time payment privileges have been extended to cus- 
tomers by mail order houses before, but only on recover- 
able goods. The new policy includes non-recoverable 
goods. 


However, the present offer is for 60 days only, or 
until Sept. 15. Whether it is to be continued will depend 
upon results. 


If the results are anything like those of the freight 
prepayment plan—and we believe they will be—there 
will be more headaches in mail-order circles. 


When the It is generally conceded that there 
Wholesaler Can are too many retailers of merchan- 
Help dise in this country. However, it is 

doubtful if there would be too many 
if retail stores were properly located. 


Too often, the man who desires to open a retail store 
considers but two factors: a town in which he would like 
to live, and a vacant store building in that town. He 
fails to consider whether or not that particular town 
needs another merchant. 


Unfortunately, wholesalers have often contributed to 
this situation, by aiding men to go into business in com- 
munities already adequately served by established stores. 


In no other way can a wholesaler cooperate with the 
retailer to better mutual advantages, than by refusing 
to lend either material or moral support to those con- 
templating the opening of new stores in communities 
where no actual need of such stores is apparent. 


fraternal buying organizations 
which solicit business from consumers at wholesale. 


Some makers whose merchandise is quoted by such 
organizations have indirectly voiced their regrets over 
the fact that we even mentioned the condition. None of 
them, however, have as yet answered our query as to 
“How and Where” such organizations obtain the goods. 

Certainly no manufacturer who markets his goods 
through established wholesalers and retailers wants to 
see his prices demoralized by a buying syndicate of the 
kind mentioned. Undoubtedly the majority of manu- 
facturers whose products are handled by these buying 
syndicates do not sell such organizations. They should 
be as much interested as the rest of the trade in finding 
out the sources from which these organizations obtain 
their merchandise. 

The only way to stop “Bootlegging” is to locate the 
“Bootleggers” and shut off their supplies. 


Is Wood Is the trend of construction 
on the toward metal and away from wood? 
Way Out? Those who contend that it is, point 

to the fact that an all-metal apart- 
ment building is to be erected in Chicago. 

The specifications call for a steel framework, with 
walls of glass and chromium alloy. These walls will be 
but three and a half inches thick, or approximately one 
quarter the thickness of the average brick wall. They 
will be insulated in such a way as to give them the same 
heat resistance as a brick wall three feet thick. The 
metal used is non-corrosive, rust-proof, and has the 
brightness of polished silver. All the inside finish is to 
be of glass, metal or other fireproof construction. 
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Your Vacation--- 
Why Not Come to Chicago? 








A smooth ribbon of road stretches right from 
your door to the hospitable entrance of 
Hibbards, here in Chicago. During August, 
while business with you is dull, load your 
family into the car and drive to this great 
business and amusement center, for a few 
days or a week. 


Recharge your mental batteries with a change 
of scene, a bit of fun and a day or so profit 
ably invested here at “Hardware Head- 
quarters.” 


Make our fine new building your base of 
action while you are here. The observation 
towers of the Wrigley Building and Tribune 
Tower—interesting places from which to see 
the city—both adjoin our building. We are 
right on the Chicago River, from which, 
daily, the Lake Michigan excursion boats 
leave. The shopping and theatre district is 





close by. Good, reasonable hotels abound in 
the neighborhood. 


And part of the time, while your wife and 
the children are enjoying Chicago's bathing 
beaches, parks and museums, you can be get- 
ting a fresh fund of merchandising ideas here 
at our building—your building! 

See our extensive “Toy Display” and the 
“Téy Parade Book”, which brings profit, 
each Christmas season, to more and more of 
our dealers. Study the wide selection of new 
Fall and Christmas merchandise — hand- 
picked for its consumer appeal. Learn the 
practical aids we have available for increas- 
ing your business this coming Fall. 


By all means visit Chicago—and us—this 
Summer. It will prove a good investment— 
for you, for your family, for your business. 
Come along—you've earned a vacation! 


WATER ST. 


HIBBARD, SPENCER. RARTLETT& (. 
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The hardware salesman often meets with frank 


opinions expressed by retailers. Here are a 


few notes jotted down from time to time by 





Archie M. Phelan, sometimes called the Silent Salesman 


because he is given more to thinking than to talking. 


FROM A SALESMAN’S NOTEBOOK 


It is strange how some things you 


HORTLY after the publication 
in Harpwakre AGE of the two- 
act comedy playlet, “Holding 

the Mirror to Salesmanship,”’ which 
was given as a part of the recent 
convention at Atlantic City, one of 
our customers greeted us with a 


“Hello, Thespian!” For a moment - 


Archie Phelan, the author of 
these notes, is a hardware sales- 
man covering the Eastern Terri- 
tory and was one of the Hard- 
ware Boosters who presented the 
playlet “Holding the Mirror to 
Salesmanship” at the PASHA 


Convention last February. 


have seen or heard stand out in your 
mind more than others. You can 
always go back and see or hear them 
reacted over and over again. 

Some of them we recall :—Three 
salesmen in a huddle telling stories 
in a low breath, followed by loud 


we could not see the reason for such laughter, the proprietor stops wait- 
a greeting ; then it occurred to us that it was caused by the ing on a customer, comes over to the boys, asks them 
article mentioned. Immediately after the sketch was to retell the story as it must be good. This store always 
over an old gentleman approached us and said, “Say, had to have its account collected. The hardware man 
you know some of you fellows are just the way you who always gets excited every time he has to wait on a 
acted ; only sometimes worse and sometimes better.” He woman; another store where the boss would rather wait 
then proceeded to tell of some of his experiences with on a woman than a man even if she did not know what 
the boys of the Brief Case, Grip and Catalog Bag. she wanted. The store where the boss hated to see the 
While he was talking, our minds were going over some salesmen go out without an order; this place finally 
parts of the other end of the story: A day with the failed. A boy comes in for an article, stammers or 
buyer ; a salesman’s reactions to the buyers. We doubt forgets, the owner starts to abuse him for not knowing 
if this could be presented as a comedy, on the other what he wants, the boy goes out confused; a future cus- 
hand it is an even thought for both sides. tomer lost forever. A store where the buyer always 
had a lower price, no matter what the item was. Should 

* * you tell him it was one cent a dozen, he could get it for 

a quarter cent less. Buyers for some reason do not like 

We all know a salesman has to wait until the proper the house the salesman represents and begins to abuse 
time and during this wait he is usually making mental the salesman. The store where the buyer usually tells 
notes of the store, the customers, clerks, and the boss the salesman, if he is a stranger, to come back after three 
himself; to say nothing of the feminine help, whether © early in the morning. This store, we were told, has 


she be saleslady or secretary. As a rule the average missed good propositions from different manufacturers 


. was I is buyer’ ions. 
hardware store is a one-man proposition. Usually the through this buyer's wee ae 


roprietor is the buyer. And in a good many stores he ) 
a ; y se y ; We opened the Harpware AGE to a picture of a well- 
is the cashier, bookkeeper, typist and all the rest. The k Ghasaeas 3 * nstied- il 
burd f a business of unnumbered items and names cin gg ee ve a eee, Se oe 
ee ee .’ Why he did not get up-to-date furnishings; his reply 
to say nothing of the unusual number of men calling a5: “If I made my store like an up-to-date place, ail 
on him in a selling capacity we would not want to lay the carpenters and mechanics would be afraid to come 
to him any of our fellow salesmen’s shortcomings. (Continued on page 62) 
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This well ordered arrangement of the Hausman store is what customers saw when it opened for business 


‘THis Store W~s REaby 
WHEN IT CpENED 


HREE blocks from Mexico, the Hausman 
Hardware Co., Brownsville, Texas, opened 


displayed had a visible price mark. All packing cases, 
cartons, excelsior, wrapping paper and string that came 


for business on the date advertised. When with the goods had been removed. Fresh rolls of 


the door was 

opened Satur- 
day morning, March 29, 
the store was complete 
ready to serve customers. 
Every sidewall panel was 
completely sampled. Each 
compartment in the seven 
open top tables was filled 
with merchandise. Related 
goods were together. 
Everything in stock was 
displayed and everything 


ae 





Brownsville, Texas, and Matamoras, Mex., across the river 





wrapping paper were on 
the rear counter with the 
firm imprint every few 
inches so that every pack- 
age leaving the store car- 
ried the store name, ad- 
dress and phone number. 
The store was clean, well 
illuminated and generally 
attractive and _ inviting. 
The two windows were 
carefully trimmed, one 
with paint and the other 
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- complete and both were deter- 
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-with general housefurnishings, paints and __ tools. 


The night before Hausman Hardware Co. sponsored 
an advertising radio program of thirty minutes. The 
program told briefly of the new store and of G. W. 
Hausman and R. F. Deyo, the partners who own and 
operate it. Then came a few musical selections and the 
usual repeating of the sponsor’s name. Five or six 
housefurnishing specials were announced, prices given, 
and then came some more music. Souvenirs were 
promised to early callers. The local newspaper carried 
a half page advertisement. 

On the opening day 400 roses were given to ladies 
and 500 balloons made the many kiddies happy. The 
total number of visitors, however, was easily twice that 
number. 

For two weeks prior to the opening Hausman and 
Deyo worked nearly night and 
day. Both had had the unsatis- 











TGRAND OPENING 
OF 
Hausman Hardware 
Company 
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factory experience of having 
participated in opening where q 
the stores were only partially 


mined that their own _ store 
would start on schedule and 








GRAN APERTURA DE 
HAUSMAN HARDWARE CO. 
, Ferreteria 


Brownsville, Texas. 
SABADO, 29 DE MARZO DE 1930. 








Come im and get acquainted. Look over our stock and 
suggest what you would like for us te do to please you. 
Our business isto serve you. 


Hausman Hardware } 
Company 














keep going. 
With fifteen years experience ee 
in the hardware business Mr. 
Hausman knew his lines, knew Roland 
the wants of the folks in the nave 
Rio Grande Valley and of his ain 
Mexican neighbors from Mata- [enue Uy see recog 


moras, Mexico, just across the 











Nuestro ema: es es servirie a Usted. 
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Sho ssemnetnet bet is HESE advertisements _her- 


alded the opening of the 
| Hausman store in Brownsville, 
Texas. Situated close to Mexico 














border, a mere three blocks [ 
away. To interest the Spanish 





speaking people in Brownsville 

and on the Mexican side several 

thousand handbills were struck off in Spanish, giving 
the same message as was carried in English in the news- 
paper ad. 

Based on his experiences Hausman selected two whole- 
salers as his main sources of supply. Between the two 
of them he arranged for opening stock. He plans to 
order twice a week from these jobbers. He says they 
will be his purchasing department and that he and the 
partner will concentrate on selling goods and let the 
jobbers worry about the buying and the surplus ware- 
housing. His intention is to buy on an intelligent turn- 
over basis. Naturally with this policy in force the new 
store is destined to enjoy the full benefits of the whole- 
sale salesmen who cover that territory. 

The completeness with which Hausman and Deyo pre- 
pared their store for a genuine opening brought admira- 
tion not only from salesmen who called but also from the 
several competitors in town. They were all there during 
the day to welcome the partners to the retail hardware 
field and in true Texas style to wish them success. 

The very Monday after the opening, Hausman went 

(Continued on page 71) 


it was necessary to issue handbills 
printed in Spanish. 

Below is shown the business sec- 
tion of Elizabeth St., Brownsville. 
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BUSINESS RECOVERY 
Is NoT FAR OFF 


Conditions of Depression Have Fostered Pessi- 
mism, but Barring Unforeseen Unfavorable 
Developments Gradual Improvement 


Should Soon Set In 


By DR. CHARLES O. HARDY 


HE best that can be said 

of the business record of 

the past month is that 

it is no worse than that 

of the two preceding 

months and no worse 
than the expectations of most of the 
community. Most measures of busi- 
ness activity showed a falling tend- 
ency in June, and the record of the 
closing days of the month was 
poorer than that of the first part; 
so that the probabilities favar some 
further decline in July. In large 
part, of course, the declines are 
such as usually occur in this season 
of the year; whether the falling off 
is rated as greater or less than a 
normal seasonal decline depends on 
the judgment of the person making 
the estimate. In any case the rec- 
ord is disappointing, since the low 
level of activity in April and May 
made it reasonable to hope for at 
least less than the usual seasonal 
decline in June and July. 


The failure of business month 
after month to show any definite 
signs of recovery, together with the 
extremely unfavorable reports from 
abroad, has induced a decided in- 
crease of pessimism. No one now 
forecasts improvement before Sep- 
tember; as between that date and 
a later one, the choice seems to de- 
pend chiefly on the optimistic or 
pessimistic bias of the forecaster. 
The fact is that the community’s 
judgment of the outlook for busi- 
ness activity and prices (and for 
pretty much everything else) is 
much more influenced by the actual 
course of events over the months 
immediately preceding than by any 
weighing of favorable and unfavor- 
able factors. When prices have been 
going up it is hard to believe that 
they will not continue’ to go up; 
when business has been bad it cre- 
ates a presumption in favor of 
worse business ahead. 





Favorable Factors Still with Us 


Six months ago it was easy to get 
a hearing for an argument for early 
recovery. Six years of prosperity, 
interrupted only by the minor re- 
cession of 1927, had created a bias 
in favor of continued prosperity. 
Now, after seven months of depres- 
sion, the presumption is all the 
other way. 

It is as easy as it was at New 
Year’s to point out favorable con- 
ditions—money is cheap; raw ma- 
terials are cheap; labor is abun- 
dant ; consumption has been running 
above production in most lines, so 
that total stocks must have been re- 
duced even though visible stocks 
may have increased ; crop conditions 
are good; tax rates have been low- 
ered; and the Government has en- 
tered upon extensive operations de- 
signed to stimulate business activ- 
ity; the fiscal year ends with a 
surplus ; Congress has adjourned. 





Indicators of Outlook for Business Activity 


FAVORABLE 


Transportation efficiency high 

Labor abundant 

Low costs of raw materials 

Low cost of money 

Improved bond market 

Production has been curtailed more 
than consumption 

Political outlook tranquil 

Shippers forecast improvement in de- 
mand for cars (slight) 

Crop outlook good 

Government’s fiscal situation favor- 
able 

Decreased inventories of groceries, 

hardware, textiles, automobiles 





PARTLY FAVORABLE AND 
PARTLY UNFAVORABLE 
Depressed condition of foreign cen- 


ters producing raw materials 
Depression of farm prices 





UNFAVORABLE 


Stock market depression 

Overbuilding, particularly in resi- 
dential field 

Pessimism, accentuated by seasonal 
dullness 
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Depression Has Accentuated 
Pessimism 

All these are factors that look to 
the future, and it is difficult to see 
any offsetting factors that point 
toward a further decline in business 
activity. Yet all these factors now 
carry less weight than do evidences 
of present depression. Unemploy- 
ment, low production in basic lines, 
low railroad earnings, large stocks 
of basic raw materials and low 
prices are cited on every hand as 
reasons for anticipating a prolonged 
business depression. Yet these all 
look to the past. They are evidences 
that business is bad now or has been 
bad in the recent past; they throw 
no light on the date of its probable 
recovery. They have characterized 
every depression in the past and 
characterize it in greatest degree at 
the moment when recovery begins. 

It must be admitted, however, 
that much the same thing can be 
said of the factors listed as favor- 
able. Low interest rates, low busi- 
ness costs of every description and 
an excess of production over con- 
sumption characterize all depres- 
sions, short or long, and of them- 
selves throw little light on their 
probable duration. 


How Recovery Comes. About 


Depressions terminate in two 
ways—sometimes an up-swing is 
generated by events outside the 
ordinary course of business events, 
like the rush of the demand from 
warring nations for munitions and 
foodstuffs in 1915, and the com- 
bination of good crops in this coun- 
try and short crops abroad which 
characterized 1879, 1891, and 1924. 
In these cases recovery is very 
rapid, and business statistics afford 
no aid in forecasting the time of 
its coming. 

In other cases recovery is gener- 
ated by the conditions of the de- 
pression—the exhaustion of surplus 
stocks, the pressure of idle funds, 
idle plants and idle men for em- 
ployment even on_ unfavorable 
terms, the elimination of weak 
spots in the business structure gen- 
erated by a previous era of specu- 
lation and the rationalization of 
technique and management. In 
these cases recovery is more grad- 
ual and ought to be predictable if 
claims for the completeness of our 
statistical information and the ade- 


Indicators of Present Business Activity 


FAVORABLE 


Bank debits outside New York now run- 
ning above last year 





UNFAVORABLE 


Declines or stability at low levels in: 
Employment 
Prices 
Money rates 
Building contracts 
Car loadings 
Volume of industrial production 
Foreign trade 
Large stocks of basic materials 
Numerous failures 





quacy of our forecasting technique 
are justified. Indeed, in very large 
part the expansion of the statistical 
activities of the Department of 
Commerce, the Reserve System, the 
Department of Agriculture and nu- 
merous private agencies has had as 
its direct purpose the improvement 
of our ability to forecast the course 
of business through observation of 
the accumulation of excess stocks, 
thereby making possible an earlier 
and less drastic adjustment. 


Statistical Information Still 
Inadequate 


The events of the last few months, 
however, make it clear that we have 
not yet built either a body of infor- 
mation or a technique of interpret- 
ing that information which is at all 
adequate to the task. It is still pos- 
sible for hidden surpluses to pile up 
in the economic system. In large 
part the over-optimism of last win- 
ter was generated by the belief that 
hand-to-mouth buying had caused 
such a diminution of current inven- 
tories as to make impossible an ex- 
tended excess of consumption over 
production. 

What was overlooked was that 
stocks in manufacturers’ and dis- 
tributers’ hands might remain small 
while excessive stocks were accumu- 
lating at both ends of the line. Ex- 
cessive raw-material stocks had ac- 
cumulated—largely outside the 
United States—while instalment 
buying had probably loaded con- 
sumers up with inventories in large 
part equivalent to those accumu- 
lated in middlemen’s hands in for- 
mer booms. 

In the accompanying summary of 
the business situation a distinction 
is drawn between the evidence as to 
what conditions now are, and the 
conditions that make for increased 
or decreased activity in the near 
future. 





Conditions Not So Bad as in 1921 


The factors listed as indicators 
of the present situation speak for 
themselves and have been empha- 
sized by every writer on current 
conditions. They reflect a condition 
only slightly better than the worst 
conditions of 1924, though not yet 
approaching the depth of stagnation 
of 1921. (For 13 consecutive 
months in 1921-22 production ran 
as far below normal as it has in any 
single month of the current depres- 
sion. ) 

Employment conditions as report- 
ed to the American Federation of 
Labor showed no change in June 
from May; the average percentage 
of unemployed being reported as 
20, compared with a peak figure 
of 22 per cent in February. The 
comparable figures for 1928 and 
1929 are 11 and 9 per cent respec- 
tively. The Census figures on un- 
employment released recently show 
that most current estimates of the 
volume of unemployment are great- 
ly exaggerated; this fact, however, 
throws little light on the severity 
of the business decline, since we 
have no figures for preceding years 
to serve as a basis of comparison. 


Increase in Volume of Check 
Payments 

The only evidence of real im- 
provement in the current reports is 
the fact that check payments are 
now running above the figures for 
corresponding weeks of 1929. Con- 
sidering the enormous decrease in 
the volume of payments on the 
stock exchange, it is evident that 
there has been considerable revival 
of activity in some fields outside the 
scope of most of our business re- 
ports. Building contracts show much 
the same tendencies as in previous 
months, with public enterprises and 
public utility contracts showing 
gains over a year ago, and residence 

(Continued on page 58) 
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HE writer subscribes for and receives a 

weekly letter of gossip from Washington. 

This letter, in a very entertaining manner, 

tells what officials, statesmen, legislators and 

others are thinking and talking about in the 

Capital. Now, our Washington correspon- 
dent writes he would like a letter from his various and 
sundry subscribers, telling him just what we think about 
Washington and from these letters he will compile a 
composite letter telling what the outside thinks of the 
inside. 

I held this invitation in my hand for several seconds 
before I consigned it to the wastebasket. What an op- 
portunity to unload one’s feelings and emotions. What 
does the average citizen today think of Washington, 
and what have we been thinking for some time past? 
Of course, I am reminded of the story that has been 
passed around of the foreigner who was becoming a 
naturalized American citizen. He was asked who is the 
President of the United States and he answered, “Al 
Smith.” “Oh, no,” said the judge, try again; who is the 
President?” “Sure,” said the foreigner, “it is Al Smith.” 
That is all they could get out of him. Then the judge 
asked, “Why do you say it is Al Smith?” and he was 
surprised with the reply: “Well, I was told that if Al 
Smith was elected we would have a lot of hard time and 
unemployment, so therefore I am sure Al Smith must 
be President.” Of course, all of the highbrows know 
that the fault for the present conditions cannot be laid 
at the door of President Hoover, but there is no doubt 
if Mr. Smith had been elected he, too, would have been 
blamed for everything. 

What is the trouble with the country? Of course, 
each one of us have our own ideas, but my idea is we 
are having entirely “too much of the unnecessary.” 
What we want are fewer conferences, fewer committees 
and more decisions followed by action! 

There was a great and very accurate chemist who 
wrote a book on a certain subject. This man was very 
conscientious. After he had written the book he had to 
correct the proof, but when the time came to correct 
the proof he had learned so much more on the subject 
that he had to rewrite a large part of his treatise. Then 
when these corrections were made, as time passed the 
industry advanced, our chemist learned more, so he cor- 
rected the corrections. Time passed and finally he died 
and his book was never published because he was always 
waiting to say the last word. 

I happen to know a leader in the Ethical Society who 
went to Washington, returned home and then made a 
speech to his society. In this speech, so it is reported, he 
said: “Washington is now the apotheosis of the me- 
diocre.” Of course, all of us know what the word 
mediocre means, but how many of us know the meaning 
of apotheosis? I remember seeing a picture in the 
Louvre, Paris, where Henry the Fourth was flying in a 


An Over Dose of the Unnecessary 


By SAUNDERS NORVELL 








lot of clouds surrounded by angels. This picture, I 
believe, was by Rubens, but anyhow I remember well it 
was named “The Apotheosis of Henry the Fourth.” 
Therefore, the picture I gathered from this remark was 
a lot of various kinds of people, officials, statesmen, em- 
ployees of very mediocre ability flying around Washing- 
ton surrounded by angels. This must be an apotheosis. 
For further information, consuit Webster’s unabridged. 
* * * 


I, myself, am supposed to read and study voluminous 
reports. This is a pleasant occupation, especially with a 
steam riveter working just outside of my window. When 
I see these reports I think of what Henry Ford said 
when he let out at one time 1200 office employees. He 
said, so the story goes, that “while their reports were in- 
teresting they were unprofitable.” 

Once upon a time I happened to be in a business where 
we did not have enough money to keep up a modern 
and up-to-date statistical department. We did not know, 
for instance, how much it cost to carry a dozen of the 
cheapest kind of screen doors in our warehouse from 
July 1 until the following July. We never knew what 
it cost to carry over a stock of ice cream freezers through 
the winter. We never knew how much it cost to carry 
skates over the summer. Then, of course, there was a 
problem whether it was better to be out of refrigerators 
in August or to carry over two or three carloads until 
the following June. These were things we just guessed 
at. We had no reports. As I look back, however, I 
think our guesses were pretty good and I am inclined to 
think that it is better to guess, without the expense of a 
report, than to have a report and after reading the report 
then have to guess also. 

There were some things about this business that I did 
want to know—that I thought it would be profitable to 
know. So one day when a Scotch accountant dropped in 
with a handsome set of whiskers I hired him and he or- 
ganized just a small auditing department. They were 
all Scotch, all accurate and all Presbyterians. When they 
played golf for ten cents a hole they were so slow the 
held up the whole course. Now I remember I wanted 
to know how much profit we were actually making on 
our goods. We couldn’t afford to hire enough employees 
to figure every invoice, so we waited until some salesman 
sold a nice complete new stock of hardware amounting 
to $5,000.00. Then we had this Scotchman figure our 
profit on this sale based on the actual cost of the goods. 
This gave us a very accurate idea of our profits for the 
simple reason that in a complete new stock of that kind 
goods were sold from almost every department of the 
business and they were also sold in quantities, just about 
the way our total sales would move. Then there were 
other parts of our business that I would have this Scotch- 
man sample from time to time. His reports were inter- 
esting and they were profitable and above all they were 
I believe this system of having a flying audit- 


accurate. 
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_ ing crew is very much cheaper and far more satisfactory 


than having a large, fixed Cost Accounting Department 
that give you the figures so far behind time that you are 
placed in a position of studying the results on spring 
goods along about the time fall goods are moving. 

One of the most successful retail hardware men I ever 
knew was W. C. Stark of Colorado Springs, Colo. He 
started as a tinner, working at the bench himself. Then 
he bought a small line of hardware. For years Mr. 
Stark kept no books except a charge ledger. If a cus- 
tomer paid cash, the money went into a drawer and that 
was the end of it. Every day, if he was to look it up, 
he could tell you how much cash he received and how 
much he charged. By adding up the balances on his 
ledger he could tell at any time how much money he had 
out. Under his desk he had two nail kegs. In one of 
these kegs were bills that were unpaid and in the other 
were invoices that had been paid. When Mr. Stark had 
enough money in the bank to pay his bills he pulled jout 
enough invoices, took them to the bank, got drafts and 


"paid his bills. 


When business was dull out in the store he worked in 
a tin shop in the rear. He was either actually selling or 
he was actually manufacturing. There was no lost mo- 
tion. I only sold him goods at night and Stark knew 
his stock and how our goods sold, and he wasn’t afraid 
to buy. When others were out of Williamson’s No. 19 
corkscrews (this was a prohibition town and this was 
before bottles had patent tops), Stark always had plenty 
on hand. 

He made money fast and invested in Colorado real 
estate. Then he sold out to Lowell & Meservey for 
something like $100,000.00. 

Mr. Stark, I greet you. I have lost track of you. You 
may have gone to your .reward, but I always remember 
you as one of the best retailers I ever knew because you 
cut out waste motions and kept down the overhead. 


* * * 


My weekly letter from Washington states they have 
been studying the census returns and there is tremen- 
dous economic significance in the declining birth rate of 
the United States. “Check and double check.” Hurrah 
and hurrah! I certainly am glad that the people of this 
country are awakening to the fact that it is almost a 
crime to produce a whole brood of children without the 
slightest idea how they are to be supported, fed, clothed 
and educated. This article states it looks as if the 
annual birth rate will be around 500,000, which is eco- 
nomically negligible. Need for new schools will be less. 
Cities will not grow so fast. Real estate values in cities 
will not increase so rapidly. The happiest, freest and 
most prosperous country in Europe today is France, 
and here we find the lowest birth rate. 

Now, do not think I am not appreciative of children. 
As a matter of fact, I am very fond of children. I am 
so fond of them that I feel that every child is entitled 
to a fair chance in this world and they certainly do not 
have a chance when their parents cannot afford them. 
It is a great art how some families manage to pass off 
their children to other families to be taken care of either 
temporarily or permanently. Mother must have a good 
rest but the problem is where can mother park the 
children? 


Of. course, this article is written with a smile and 


‘twinkle of the eye. One must either smile or one must 


weep, and I prefer to smile. 

The other day I read of the immense sums of money 
being leff f6“hospitals. What do the hospitals do with 
the money? It is a terrible thing today for the poor to 
be taken sick and have to go to a hospital. Now, by the 
poor I do not mean those who live on charity. { mean 
the self-respecting poor. Four dollars per day in an 
open ward; $8 per day for a private room; $6 to $8 per 
day for a nurse, and then a doctor’s bill that means sav- 
ing and skimping for a year. No wonder employees 
dread sickness. The other day the problem was put up 
to the employees of a large factory as to whether they 
wished life insurance or insurance against illness, and 
their response was unanimous—“Give us protection in 
case of illness. We do not care what happens to us when 
werdie.” 

I can remember when I went to the doctor and he 
would look at my tongue, prescribe castor oil and charge 
$3. Now, if you should take a child to a doctor, this is 
about what happens: Of course, I will make a general 
survey of the case—charge only $10; X-ray, $10; and a 
blood test from $15 to $25. After all this you are in- 
formed that your child actually needs the services of a 
specialist. Imagine a father drawing $40 per week to 
be confronted with such a conversation. 

The other day I had a shock. I went to a dentist and 
he worked on my teeth one hour. Then he said: “All 
right. That is all you need. Come again in six months.” 
“How much?” I inquired. “Fifteen dollars,’ he an- 
swered. I got out easy. No X-rays, no treating the 
gums ; but I happened to learn that this dentist was very 
busy and every minute of his working time was occu- 
pied. 

Just take the average child to the average doctor and 
ask the doctor to look this child over. I will bet a dollar 
to a doughnut the recommendation is promptly made that 
the adenoids be removed and also the tonsils. Just about 
a hundred bucks. When I was young we never knew we 
had such things. 

* * * 


I have on my memorandum pad some notes about con- 
ditions this summer in London and Paris, but I have 
used up all my space and more, too, so we will have to 
allow this to go over until next time. Just let me say 
in closing that several times before the recent unpleas- 
antness in stocks I recommended in these letters the sale 
of stocks and the purchasing of bonds. I now recom- 
mend the selling of bonds and the purchasing of good 
dividend-paying stocks at present levels. Those who 
bought bonds saved a lot of money even if they have not 
made very much, but, in my judgment, along about 
Labor Day, or soon thereafter, there will be consid- 
erable revival in the price of good stocks. Market 
breaks are sometimes in the shape of a V—that is, down 
sharply and back sharply. The present break in stocks 
has been characterized like a U—a decline and then a 
bottom and after a while an advance. Just at present 
there is no doubt we are traveling along the bottom of 
the U. A friend of mine, however, writes, in his opinion, 
the stock market is neither a V nor a U, but is an L. 
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Elevated Conveyors in the Hibbard Packing Department Bring the Boxes to the 
Overhead Racks and, When Packed, the Floor Conveyor Takes Them Away. 


trunk-type lid boxes save 70 per cent of assembly and packing time and an average 
of 18 lb. in shipping weight. 


Save 18 lb. 


Container 


Shipping Weight 


Experience of a Hardware Wholesaler with Wirebound Packages 


VOIDABLE costs in the pack- 
A ing, transportation and han- 
dling of goods resulting from 
the methods of distributers and 
manufacturers are discussed in a 
recent monograph by C. J. Whipple, 
president, Hibbard, Spencer, Bart- 
lett & Co., Chicago. 

The average weight of the com- 
pany’s shipping boxes, which was 
30 lb., was reduced to 12 lb., effect- 
ing a net average saving of 18 Ib. 
in the shipping weight of each out- 
going package of hardware items. 
“While the freight classifications of 
our 60,000 catalogued items vary 
so widely,” writes Mr. Whipple, 
“that no average freight rate may 
be named, the second-class rate 
covers ‘mixed iron hardware,’ a 
common class of shipment. With 
a second-class rate of $4.43 a 100 
Ib. to San Francisco, and $2.20% 
to Denver, the elimination of 18 Ib. 


from each package means a worth- 
while saving for the dealer. This 
saving in weight and consequently 
in freight charges, which is multi- 
plied from 125,000 to 150,000 times 
yearly to the advantage of our deal- 
ers, is made possible through the 
use of a standardized, all-purpose 
shipping container of light but safe 
construction. While “many  ship- 
ments are packed in other than 
this type of box, they represent the 
utilization of containers of incom- 
ing merchandise and, if extra weight 
is involved, are sent only to nearby 
destinations. 

“According to our experience, 
eight stock sizes of our standardized 
wire-bound shipping box are suffi- 
cient to take care of the packing 
requirements even for our large 
assortment of items and for orders 
large and small. The construction 
is of wood, for the most part re- 


The 


sawn birch and birch veneer, al- 
though pine, gum, cotton wood and 
other woods are used according to 
supply. A feature of direct interest 
to our trade is the remarkable aver- 
age weight reduction of 60 per cent, 
effected by thinning the box walls. 
While this may seem inconsistent 
with its cargo of hardware, the box- 
wall thinness is more than compen- 
sated by a series of overlying steel 
binding wires, which hold box and 
contents together. The wires are 
stitched to the box before it is set 
up and provide the major portion 
of its strength, also obviating the 
variable factor of nail-holding 
strength. 

“An example is our bolt box, 
which carries approximately 300 Ib. 
of bolts. It is 12 x 12 x 25 in., with 
14-in. material in the sides and 3% 
in. in the ends. Cleats and battens 
reinforce the ends and provide the 
framework. Five wires hold the 
assembly together. On reaching its 
destination the box is opened mere- 
ly by clipping the wires at the edge 
of the triink-like lid.” 

Some of the packing department 
employees are on a piece-work basis. 
3ecause of a 70 per cent increase in 
individual output and consequent 
gain on bonus when working exclu- 
sively with the standardized boxes, 
they also make use of the miscel- 
laneous containers which accumu- 
late in the company’s receiving de- 
partment. 

As the boxes are 80 per cent as- 
sembled before setting up, they are 
stacked flat” A constant stock is 
carried of more than 11,000 in the 
storage space needed for approxi- 
mately 2500 set-up boxes. Assorted 
sizes are set up only as needed and 
travel on overhead conveyors to 
overhead racks within convenient 
reach of the packers. The light box 
is easily lifted down, with the 
trunk-type lid hinged to the box by 
means of the binding wires. When 
finished, a conveyor flush with the 
floor takes it to the weigher and 
thence to a spiral chute leading to 
the shipping platform. While some 
types of box and package surfaces 
show a tendency to stick in this 
metal chute in damp weather, the 
wires on our regular box are found 


to insure free sliding at all times. 
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TRADE o 


WINDS 


By LLEW S. SOULE 


More Fighting and Less Fiddling 


ERO fiddled while Rome burned. 


As a musician he probably satisfied himself. As 

ruler of the Roman Empire he failed to satisfy 
anyone. He was not even a lover of music; he only liked 
his own conception of it. He liked it so well that when 
one of the greatest fires in history broke out, he just fid- 
dled along and let the flames do their work. 


There are times when we are almost tempted to think 
that the hardware industry as a whole is trying to imitate 
Nero. Either that, or a lot of individuals in the industry 
don’t recognize a fire when they see it. There is certainly 
more fiddling than fire fighting at this time, while friction 
in distribution is filling the air with smoke. And—as the 
old saying goes—“Where there is so much smoke there 
must be some fire.” 


The fact of the matter is that the competition of mail 
order houses and chain stores is making inroads in the 
business of independent hardware distributors; inroads 
which could not profitably be made if the various factors 
of the hardware industry recognized the problem as a 
mutual one and worked in harmony to solve it. 


The problem is not that the catalog houses and chain 
stores are in business. It is not in the fact that they claim 
to sell merchandise lower than the independents do. The 
real problem lies in their handling of well-known trade- 
marked goods at prices often below the independent 
dealer’s costs. 


Sometimes these goods are deliberately sold on a no- 
profit basis, as leaders. More often, however, they are 
sold at a profit because they are bought at preferential 
prices. Until that situation is corrected the independent 
wholesaler and retailer will be under a handicap. Mean- 
while the only solution lies in proving to the manufac- 
turers of those lines that it is to their advantage to 
distribute only through one channel of distribution—the 
independent. That can be done only by standing as a 
unit behind those manufacturers who do take such a 
stand. However, it will require more fighting and less 


fiddling. 


At the present time there are some manufacturers 


who hold peculiar ideas in regard to the whole distribu- 
tion question. They apparently imagine that their sales 
to catalog houses and chain stores are so much addi- 
tional business; that there is no such thing as competi- 
tion between these outlets and the independents; that 
the volume attained means added profit ; that the jobber 
and dealer will be content to carry and push complete 
lines, while their chain competitors make price footballs 
of the fast-turning items of those lines. 


We wonder if any manufacturer really believes that 
such a position can long be retained. We wonder if he 
actually thinks that the mail order houses and chain 
stores would handle and push his complete lines if the 
independent distributors revolted. We doubt it. How- 
ever, as long as there is no active opposition to his course 
it is perfectly natural for him to continue it. He doesn’t 
mind a few harsh words; fiddling does not disturb him. 
So long as orders continue to come in from both chan- 
nels, why should he worry? 


Meanwhile instead" of actively cooperating to better 
conditions, each factor of the industry has its own little 
hymn of hate. They sing it, whistle it and play it on 
their home-made fiddles. Each factor likes its own 
music so well that it has no ear for anything else. 


The truth is, that wholesalers and retailers as a class 
have not yet ironed out their own differences. The same 
condition exists with regard to manufacturers and job- 
bers; retailers and manufacturers. They can still get 
together and give a good imitation of harmony. They 
can even exchange compliments and concede a few of 
their more glaring faults. Sometimes they go far 
enough to acknowledge what each should do, in order to 
make hardware distribution function properly. 

But—compliments, verbal concessions and acknowl- 
edgments alone will not change the situation. Nothing 
will change it but action, and preferably Concerted 
Action. 

Did you ever stop to think that about the only thing 
remembered concerning Nero is that he fiddled while 
Rome burned? 
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This window of Steel Hardware Co., Wichita, Kan., won $100 as first award for stores in towns of more than 25,000 popula- 


tion. 


25,000 population 


Below, window of Wilcox Hardware Co., Adrian, Mich., which won equal award among stores in towns of from 5000 to 


Winners Announced in True Temper 


Window Display Contest 


N the past four months hun- 
I dreds of hardware merchants 
throughout the United States 
have successfully demonstrated that 
there is “something new under the 
sun” in the merchandising of staple 
lines of hardware, such as forks, 
hoes, rakes and other farm and gar- 
den tools. This demonstration was 
made through the medium of the 
True Temper Window Display Con- 
test, fostered by The American 
Fork and Hoe Company at Cleve- 
land, Ohio, makers of True Tem- 
per form and garden tools and 
sporting goods. 

Some four years ago this com- 
pany conducted a nation-wide sur- 
vey which revealed that farmers and 
gardeners are undertooled to the ex- 
tent of several million tools. They 
found that more than three million 
farmers were without spading forks, 
that more than seven million gar- 
deners were without turf edgers. 
Only 27 per cent of the farmers 
who owned silos had an ensilage 
fork. Only 16 per cent of the gar- 
deners owned a hose reel. And fig- 
ures on many other common farm 
and garden tools were equally start- 
ling. 


Based on the findings of this sur- 
vey, the company three years ago 
started to cooperate with hardware 
merchants all over the country in 
stimulating sales on these items by 
providing display material that 
would make it convenient for the 





merchant to bring these tools out to 
the front of the store where people 
could see them and be reminded of 
their need for them. In _ order 
further to promote business on these 
lines, this company in 1930 ar- 
ranged a nation-wide window dis- 














play contest featuring farm and gar- 


den tools and supplies. 

This contest attracted great atten- 
tion throughout the trade and was 
entered into in a very enthusiastic 
way by several hundred hardware 
merchants. Under the terms of the 
contest, a photograph of the window 
display made by the merchant was 
to be submitted by mail to the com- 
pany. The merits of the various 
displays were then judged from 
these photographs by a committee 
composed of Llew S. Soule, Editor 
of Harpware AcE, George T. 
Price, President of The Kelly Axe 
and Tool Company, and Ray H. 
Griswold, President of The Gris- 
wold-Eshleman Company. A great 
deal of careful work was required 
on the part of the judges, but they 
finally completed their task on the 
first of July and the prize win- 
ners are now announced as follows: 

Group 1, for towns under 5,000 
population, first prize of $100 went 
to Lake View Store, Morgan Park, 
Minn., and second prize of $50 to 
J. W. Zarfoss, Elizabethtown, Pa. 

Group 2, for towns from 5,000 to 
25,000 population, first prize of $100 
went to Wilcox Hardware Com- 
pany, Adrian, Mich., and second 
prize of $50 to Sam S. Nave, 68-70 
South Jefferson, Huntington, Ind. 

Group 3, for towns with more 
than 25,000 population, first prize 
of $100 went:to Steel Hardware 
Company, Wichita, Kans:, and sec- 


Lake View Store, Morgan Park, Minn., with above display took $100 first prize among 
stores in towns of less than 5000 population. Window below won $50 second prize 














among towns of from 5000 to 25,000 population for Sam S. Nave, Huntington, Ind. 








ond prize of $50 to Gadsden Hard- 
ware Company, Gadsden, Ala. 
In addition to these first and sec- 











ond prize winners, third prizes of 
$25 each were given in each classifi- 
cation. These third prizes were 
awarded to the following list of 
merchants : 

Towns Under 5,000—E. E. 
Mitchell and Company, Morrilton, 
Ark., Hathaway Hardware Com- 
pany, Galva, Ill., Matt Hardware 
Company, Carroll, Iowa, Beatty 
Hardware Company, Greenfield, 
Iowa, Roberts Hardware, Stewarts- 
ville, Mo., J. A. Lane and Company, 
Hampton Center, N. H., Bernards 
Builders Supply Company, Ber- 
nardsville, N. J., Webster Case 
Hardware Company, Warsaw, 
N. Y., I. Van Voris and Sons, 
Cobleskill, N. Y., Bird and Mud- 
gett, Chattaraugus, N. Y., C. H. 
Flanigan, Mineola, N. Y., Lucas 
and Wheeler, Castile, N. Y., S. 


Second prize of $50 among towns of 

more than 25,000 population was 

awarded this window of Gadsden Hard- 
ware Co., Gadsden, Ala. 
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Frautschi and Sons Company, Ross- 
ford, Ohio, Figley - Roudebush 
Hardware, Carrollton, Ohio, Hess 
Hardware Company, Monroeville, 
Ohio, J. E. Martin, New Bethlehem, 
Pa., A. H. Hanson, Edinboro, Pa., 
J. H.- Lamson and Sons, Randolph, 
Vt., Hugh Saum, Edinburg, Va., 
Glenville Hardware Company, Glen- 
ville, W. Va., Genin Hardware 
Company, Belleville, Wis., Mrs. 
O. B. Wick, Catawba, Wis., and 
Jones Hardware Company, West- 
ville, Okla. 

Towns from 5,000 to 25,000— 
Grummer Hardware Company, 301 
East Oak Street, Conway, Ark., 
C. T. Tossell Hardware, South Pas- 
adena, Cal., Myrtle Hardware Com- 
pany, 503 South Myrtle Avenue; 
Monrovia, Calif., Lenoch and Cilek, 
Iowa City, lowa, Hamilton and At- 
water, Westfield, Mass., Bryan 
Hardware Company, Westfield, 
Mass., Katzenmeyers Hardware, 
Hillsdale, Mich., Allabough and 
Son, 9 East Ridgewood Avenue, 
Ridgewood, N. J., Treman King 
and Company, State Street, Ithaca, 


N. Y., Toulson Hardware Company, 
110 West Main Street, Endicott, 


N. Y., Reynolds, Robinson and 
Allen, Norwich, N. Y., P. C. Smith 
and Son, Saugerties, N. Y., City 
Hardware Company, 248 Broad 
Street, Elyria, Ohio, The Falls 
Hardware Company, 2209 Front 
Street, Cuyahoga Falls, Ohio, The 
Angle Hardware Company, 409 
North Main Street, Piqua, Ohio, 
and Kennerly Hardware Company, 
Gainesville, Tex. 

Towns Over 25,000 — Charles 
Brown and Sons, 871 Market Street, 
San Francisco, Calif., American 
Hardware Stores, Fairfield Ave. and 
Middle St., Bridgeport, Conn., C. A. 
Hjerpe, 73 Arch Street, New Brit- 
ain, Conn., Myron J. Davis and 
Company, 29 South River Street, 
Aurora, IIll., C. C. Schlatter Com- 
pany, Clinton at Columbia St., Ft. 
Wayne, Ind., J. F. Hornaday, 616 
Main Street, Richmond, Ind., Friend 
Brothers Company, 404 Pearl Street, 
Sioux City, Iowa, Nelson Hard- 
ware Company, Hutchinson, Kan., 
Rice and Miller Company, Bangor, 
Me., Haskell Implement and Seed 
Company, Lewiston, Me., J. Russell 
and Company, Inc., Holyoke, Mass., 


J. W. Zarfoss, Elizabethtown, Pa., competing among towns of less than 5000 popu- 
lation won second prize of $50 with this display 


Charles Salerno, 15128 Mack Ave- 
nue, Grosse Pointe Park, Mich., 
‘Raymer Hardware Company, 58-60 


‘East Fifth Street, St. Paul, Minn., 


Osgood Construction Company, 
Inc., Nashua, N. H., Henry Hard- 
ware Company, 28 Atlantic Avenue, 
Rochester, N. Y., Charles W. Tie- 
man, 2113 Broadway, Schenectady, 
N. Y., Clark Witbeck Company, 
416 State St., Schenectady, N. Y., 
Crocker and Ogden Company, 
Binghamton, N. Y., Babcock, Hinds 
& Underwood, Binghamton, N. Y., 
Forest Hills Hardware Company, 
Inc., 7132 Austin St., Forest Hills, 
L. LL, N. Y., Brown - Rogers - 
Dixson Company, Winston-Salem, 
N. C., Odell Hardware Company, 
Greensboro, N. C., Thomas B. Jami- 
son, 1849 Coventry Road, Cleveland, 
Ohio, The Crystal Park Hardware, 
1213 Harrisburg Road, N. E., Can- 
ton, Ohio, West End Hardware, 193 
Prospect Street, Ashtabula, Ohio, 
W. W. Zeider and Son Company, 
1436 Derry Street Harrisburg, Pa., 
Hartman Hardware Company, 521 
Fifth Avenue, McKeesport, Pa., M. 
H. Lazarus Company, 254 King 


Street, Charleston, S. C., Montgom- 
ery and Crawford, Spartanburg, 
S. C., Keith-Simmons Company, 
414 Union Street, Nashville, Tenn., 
The Enterprise, 600-602 East Com- 
merce Street, San Antonio, Tex., 
Northwest Hardware Company, 
213-215 West Holly Street, Belling- 
ham, Wash., and Stovall Hardware 
Company, 711 Cherry Street, Chat- 
tanooga, Tenn. 

Contestants in this event ex- 
pressed themselves as being ex- 
tremely well satisfied with the re- 
sults of their display. In fact, most 
of them made the statement that 
they had enjoyed this spring the 
largest business on hand tools and 
other farm and garden supplies in 
their experience. In the past, too 
many merchants have overlooked 
the profit possibilities in these items 
while looking around for startling 
new items to present to their trade. 
This contest has demonstrated to 
many as never before that business 
once stimulated on these staple hard- 
ware lines is of double value. These 
items for the most part can be ob- 
tained only in hardware stores. 
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GREETING THE CUSTOMER 


HE store door is the only real barrier between a 

retail salesman and a sale. When a customer 

opens it, he has a reason for doing so, and that 

reason is not merely to visit or look around. When you 

have discovered the reason, you are well on the way to 

making a sale, provided you have the merchandise he 
wants and offer it intelligently. 

But when that door opens, the customer must be 
greeted and unless the greeting finds favor with him 
there is little chance of making a sale. 

Naturally no retail salesman is so stupid that he does 
not know enough to say “Good Morning,” and say it 
with a smile. It is the natural thing to do, yet some- 
how or other most retail salesmen seem to lose all ot 
their native good sense immediately after saying “Good 
Morning.” 

As we said before, every person who enters the store 
has a reason for so doing. We may take that for 
granted. Why not also take it for granted that he came 
to purchase something? From a sales standpoint, there 
is much in assuming that attitude the moment a pros- 
pect crosses the store threshold. It inspires confidence, 
is businesslike, and makes the greeting seem even more 
sincere. 

Do not, however, start the sales talk by asking “Is 
there anything for you?” Such a question suggests to 
the prospect that possibly there is nothing he cares to 
buy at that time. His natural answer is: “No, I guess 
not,” or, “No, I’m just looking around.” You can 
hardly expect an affirmative answer when you have 
actually suggested a negative reply. 

Besides—there are many openings or lead questions 
which do not suggest evasive or negative answers. You 


may say: “What can I do for you?”, “May i show you 
something ?” or better still “How can I be of service to 
you this morning?” The suggestion then is positive. 
You expect the prospective customer to want your assis- 
tance in locating certain items he wishes to buy. You 
also suggest your willingness to be of service to him. 

In the majority of cases the prospect will answer 
something like this: “Yes, I would like to look at a 
saw” or some other article. The answer automatically 
puts him in a buying mood and makes the actual selling 
of the article mentioned comparatively easy. In build- 
ing a house, the first step is the laying of a good founda- 
tion, and the same thing holds good in building a sale. 

Study carefully the most effective methods of meeting 
and greeting customers. Note the effects of various 
greetings and govern your actions accordingly. Like- 
wise, turn your greetings tactfully into leading questions 
which are positive and which suggest definite affirma- 
tive replies. 

The next time the store door opens, meet the pros- 
pective customer with a smile and a hearty greeting 
tempered with expectation, as well as good will. Then 
ask a sensible straightforward question, that signifies 
your belief that the customer came in with the purpose 
of buying, and also carries the inference that you would 
be pleased to serve him. 

You will not only make sales, but you will add to 
the circle of business friends who look forward to pur- 
chasing their requirements from you. 

Your personality is reflected in your greeting of cus- 
tomers, and first impressions go far toward the making 


or losing of sales. 





Humorous 


Always I have hoped that some of these writer lads 
would expound the final secrets of life—these chaps 
who make exhaustive searches and compile figures 
which are calculated to develop efficiency. They write 
beautiful essays that tickle the ear but have little or no 
practical application. They theorize backward and for- 
ward and take us into a lot of mental tanglefoot, but 
they recoil at the concrete. They give us information 
but no understanding. They have a yearning affection 
for words such as efficiency, coordination, sales resis- 
tance, capitalization of our unearned value and so on. 
They hurl at us texts and phrases, thereby proclaiming 
that all their ideas are borrowed. They speak to be 
heard and write to be read. They can analyze a poem 
but cannot enjoy it. They trick out averages and deck 
out bromides and give them thundering significance, 
and so awe us common folks with their phrases and 
figures. But I’m on to them at last. Their stuff is to 
read but not to live by. They reduce life to arithmetic 


But True 


and love to a formula. 
unrealities. 

I remember such an oracle in the place where I was 
born. He went with a girl who lived a mile and a half 
up the road, but he got his pencil out and found that if 
he had a girl who lived within a hundred yards of his 
home, he would save 67.03 cents a year on new hali 
soles for his shoes—and so he switched girls. He wrote 
a copperplate hand and was purist in English. He de- 
vised, backed up by statistics, a definite rule for pros- 
perity. This was so important to the world that he was 
unable to find time to go to work, and so his wife and 
daughter got jobs in a dried apple foundry while he 
figured at home and let his whiskers grow long and 
dank. When they were carrying his body out of the 
poorhouse it is reported that he sat up in his coffin and 
told them if they would put wheels under him, that they 
would do away with five pallbearers—efficient to the 
last —The Mutualist. 


They‘live by definitions and 
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Of all the elements entering 
into competition, the author 
of this article holds price is the 
least important—and he backs 
up his contention with con- 
vincing arguments. Price IS 
important but the man who 
offers his goods in a modern 
up-to-the-minute store and 
sells values and service will 
outstrip the junk shop which 
sells under the market. E. B. 


Gallaher tells you HOW in 


this article. 


(From an address before the PASHA Convention) 


HEN we see one fellow succeeding 

and another fellow failing at the same 

business, you may be sure that there 

are better brains at work in the suc- 

cessful plant than there are in the 

plant of the backslider. Brains ap- 
plied to any business invariably spell success; lack of 
brains—failure. 

Most-of us do not realize that civilization has actually 
advanced more in the past 50 years than it did in the 
entire previous history of the world. Stop for an in- 
stant and think of what this means! It means that we 
are living at such a pace that the mental demands on 
the individual are greater today than the accumulated 
mental demands for several thousand years prior to 
1880. Is it any wonder that some of us are falling by 


the wayside unable to make the grade? 

Our competition is not the competing stock of mer- 
chandise which is next door; it is the manner in which 
this stock is manipulated or managed, and I can assert 
without fear of contradiction that if there were two 





A Competition of 


BRAINS 


merchants in a town selling the same line—one success- 
ful and the other not successful—that we could change 
the success of one into failure and vice versa by simply 
swapping management. 

If another hardware merchant is stealing your trade, 
you will find his brains are better or are being better 
employed than yours. If a chain store or department 
store opens up a hardware department and walks away 
with your trade, investigate the brain work back of its 
success. For it is not the goods they sell which is 
damaging your business; it is the brains they put back 
of their merchandise which is doing the trick. 

There are many signs which we can easily recognize 
as being due to the employment of better brains, and 
it would not be amiss to run over some of these items, 
simply to illustrate what I mean when I say that our 
greatest competition is the brains of the other fellow. 

For instance, can you imagine a man with brains 
having a stock of goods where half the items are not 
turning over more than once, or possibly twice, a year? 

Could you make anyone believe that sound gray mat- 
ter had been employed when we find large and wholly 
unnecessary duplication of lines? 

Does it seem that even reasonable intelligence has 
been employed when we go into a store and find the 
merchandise hidden away, where even the salesmen can’t 
find it? 

What must we think of the guiding brains which 
allow a store and its stock to become dirty, badly lighted 
or disarranged ? 

How about the brains of the merchant who gives 
away his goods instead of selling them, because he fails 
to collect his accounts? Of the fellow who gives away 
his furniture and fixtures, light and heat, because he 
fails to provide for them in his markup? 

You may at once say: “What has my markup got to 
do with my competition?” Just this: If you have a 
real competitor in the field, he will not alone be taking 
trade away from you but as he is doing so, he is getting 
stronger and stronger, day by day, because his internal 
affairs are so well managed that he is able to make 
money, and at the same time, attract trade. If he is 
unable to accomplish these two things at once, then he 
is not a real competitor at all, as he will some day surely 
get to the end of his rope and snuff out. 
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Treasurer, Clover 
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I have made many talks and written many editorials 
in Clover Business Service, these past few years, in 
which the point was stressed that price in competition 
was really the least important of the many elements 
entering into it. In other words, if you run a little 
dirty junk shop, offering your goods at under the market 
prices, your neighbor could outsell you two to one on 
the very same merchandise if he offered his goods in a 
modern up-to-the-minute store and made it his business 
to sell values and service. 

Mind you, I know that price is an important element. 
The consumer is always on the lookout for price, but 
when it gets right down to brass tacks, values are of 
more importance and will offset price every time if you 
are in a position to present these values properly—in 
the proper surroundings, and with the proper service. 

What do we mean by proper service? Giving some- 
thing away? No. Granting long credits? No. Mak- 
ing deliveries? No. 

There are other things ten times as important to the 
consumer which cost no money at all. For instance, 
extreme courtesy ; a direct interest in his requirements ; 
a reliable and complete knowledge, not alone of the 
merchandise you stock but also of competing merchan- 
dise, and especially a knowledge as to the proper way 
the goods which you sell should be used. 

How many of you old-time dealers sitting here can 
tell me much of practical value regarding the goods you 
sell? How do they compare with competitive goods? 
Why do you consider them better? To what special 
uses may they be employed? 

Of course, we all appreciate the importance of getting 
customers into the store. I have sat in conventions and 
listened to orators tell the assembled merchants all about 


the 57 varieties of hooks by which trade can be dragged 
in, but really, how important is it to attract new trade? 
Most of you would likely say that it is the most impor- 
tant problem facing the retail merchant. Let us see. 

A very complete and careful analysis of lost sales 
was recently made by an outstanding department store, 
and here are the results: Out of the total number of 
cases investigated and followed through, and making 
due allowances for goods out of stock and for damaged 
goods, it was found that 89 per cent of the failures to 
sell were directly caused by the inefficiency of the sales- 
person, and the principal causes for failure were three, 
in the order given: (1) Ignorance of merchandise. (2) 
Indifference. (3) Improper handling of customers. 

With these appalling facts before us, what conclu- 
sions must we arrive at? Certainly there is only one 
logical deduction. It is vastly more important to handle 
your customers properly when you do have a chance to 
sell them than it is to spend time and money trying to 
bring new trade into your place, a large percentage of 
which you are going to drive away after you get it in. 

But let us go back to the first statement—that your 
real competition is the brains back of the other fellow’s 
merchandise. What has the efficiency of our salespeople 
to do with our competition? Everything. As a matter 
of fact, there is not a single national merchandising 
organization in the country which does not maintain an 
efficient department for training its salespeople. There 
is not a large department store to be found but that 
does the same thing. As a matter of fact, there is not 
a truly successful store to be found anywhere without 
finding at the same time a sales organization which (1) 
understands the merchandise; (2) is alert to the cus- 
tomer’s requirements, and (3) is courteous, polite and 
painstaking. 


The Hardware Merchant’s Peculiar Position 


The hardware merchant is in a position peculiar to 
himself. His stock is highly technical. The variety of 
items is large. Therefore, of all the industries he should 
have the least outsidé competition. That is to say, com- 
petition from other than strictly hardware stores. 

As a matter of fact, the hardware retailer only faces 
outside competition in about 200 items—mostly small, 
unimportant, cheap and invariably self-selling items which 
can be offered to the consumer without salesmanship. 
Practically all other items which compose a hardware 
stock are sold exclusively in hardware stores. 

While we must admit that the 200-odd, small, self- 
selling items are those which bring in the crowd and 
are also very profitable—provided they are allowed to 
sell themselves—yet, the real basis of a hardware stock 
is composed of items which must be sold, and which 
must be sold by an experienced person, if we are look- 
ing for good results. 

The hardware retailer has been slow to realize that 
it is important to have a technical knowledge of every 
item he stocks. He has not seemed to realize that in 
order to sell technical goods today you must have first- 
hand, accurate knowledge regarding them, because na- 
tional advertising has brought the technical virtues of 
practically everything we buy into every home in the 
country; and, as a consequence, people have become 


(Continued on next page) 
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semi-experts. And in order to sell them, you must 
know more than your enlightened customer. 

He has failed, until recently, to realize that a hard- 
ware stock is composed of two distinct classes of items— 
those that are self-selling and those which must be sold. 

He has failed to appreciate the fact that you can’t 
put sales effort on a self-selling item and make a profit, 
and likewise, he has failed to recognize the fact that 
goods which must be sold, where a value must be cre- 
ated, will positively not sell themselves. 


Your Real Competitor Is the Man Who 
Uses His Brains 


Your real competitor, therefore, is the man who is 
willing and able to use his brains to discriminate be- 
tween the things which bring success and those which 
spell failure. 

I wonder how many of you are making any effort 
to train the personnel of your establishments? Do 
you hold regular meetings for their instruction? Do 
you cover every item you stock, explaining what it is, 
how it is used, how it differs from competitive goods, 
and the special elements which make for a good or a 
bad product, etc. ? 

Do you instruct your people in methods of approach, 
in courtesy, in methods for gaining the interest of cus- 
tomers, in the proper method of creating values, and 
in the power of suggestion? 

If not, why not? Your competitor is doing it, and 
this is the principal reason why he is getting some of 
your business. 

To show you how this works out, I can tell you of 
a case which recently happened to me. I have a small 
yacht and I also have a pair of Zeiss 12-power prism 
binoculars. I found these binoculars unsatisfactory be- 
cause it was very hard to hold them steady, and because 
objects, though brought very close, were dim. 

One day I was walking through one of the largest 
of New York’s department stores when I happened: to 
spy a showcase full of high-power binoculars. I was 
amazed to see such a display and I stopped to inquire. 
And this was about the conversation that ensued: 

“Whose make of binoculars are those?” Answer: 
“Zeiss. May I show them to you? What special pur- 
pose do you want them for—field or marine?” 

“I want them for marine use. I have a small yacht.” 

“If you want the very best thing obtainable you should 
buy this pair; it is a Zeiss, made especially for marine 
use and is the glass adopted for officers’ use both in the 
United States Navy and also in practically every mer- 
chant marine.” 

“T have a pair of Zeiss 12-power binoculars at pres- 
ent. Is this pair better?” 

“Yes, sir, they are. Here is a pair which I imagine 
is just like yours. They are not suitable for marine 
use. No one can hold a 12-power glass steady on ship- 
board. The highest power which can be used success- 
fully is 7-power. Another thing, a glass intended for 
marine use must be used by night as well as by day, 
therefore the question of the amount of light entering 
the glass is of greatest importance. Please look at the 
size of the surface in this 12-power glass. Now look 
at the size of the opening in this 7-power, special marine 


glass. The marine glass orifice is nearly three times 
the diameter of the other. This means greatly. increased 
light.” 

To say the least, I was flabbergasted, especially be- 
cause I had visited the manufacturer’s own office re- 
garding the same glass only a few days before and had 
been compelled to drag the same information out-of a 
60-year-old clerk, who knew the story but who found 
it difficult to repeat it to me. I said to the salesgirl: 
“You certainly know how to sell these binoculars and 





What is the meaning of service? E., 


B. Gallaher, in this article, helps you 


to recognize it wherever it may be 


found. You cannot spend time 
more profitably than by reading 


what he has to say. 





you have the information technically correct. Where 


did you get your information?” 

She then told me that when the buyer decided to 
make this substantial investment in binoculars, he made an 
arrangement with the manufacturer that the salespeople 
in this department should receive special instruction on 
the advantages and disadvantages, special uses, etc., for 
each variety of binocular stocked. A display was made 
in the company’s classroom, an expert from the factory 
appeared, and when he got through, each salesperson 
had been put through a complete course of how to sell 
binoculars. 

I have already mentioned that the world has advanced 
more in the past 50 years than it did in the centuries 
before, but it is also a fact that we have advanced more 
in the past 10 years than we did in the 50 vears pre- 
vious. Just stop for a moment and think of only three 
new industries which have made practically all of their 
development during the past ten years—the automobile, 
the radio, and the aeroplane. Then stop to consider 
the enormous amount of highly technical knowledge re- 
garding these*industries which is in the hands of actually 
millions of our people. 

Is it reasonable to believe that the hardware merchant 
of 50 years ago could successfully sell this great army 
of experts when we compare the knowledge he had then 
with the knowledge they have acquired? Could the 
hardware man of 10 years ago sell them? Your real 
competition, therefore, lays with the man who has had 
the foresight, energy and brains to so shape his business 
that it will efficiently serve the highly educated consumer 
of today. Think it over. 
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Here is a mediym by 
which you can appeal to 
individual prospects or 
to large numbers of cus- 
tomers. 


The author of _ this 
article has used govern- 
ment postals in an un- 
usual way, and_ has 
found them productive 
of real results. They 
have the appearance of 
a distinctly personal 
message. 


Mr. Van Voris writes: 
“| know it works.” 





L. Van Voris & Sons - Cobleskill, New York 








DIRECT MAIL 
POSTALS— 


By Arthur H. Van Voris 
Cobleskill, New York 


ANY merchandising 
plans are presented 
to the hardware 
dealer today and 
here is one, so 
simple and so in- 

expensive, that were it not effective, 
it would not merit the name of 
“plan.” 

From use in another type of re- 
tail business which we operate, we 
found that direct mail postals were 
both useful and productive of re- 
sults and we have tried them with 
success in our hardware store. 

The cards used by us are ordi- 
nary government postals purchased 
from the post office at one cent each 
and we buy them in lots of five 
hundred, breaking up the printing 
jobs as we see fit. 


For Hardware Merchandising 
Messages 


Their application to the hardware 
business is two-fold: 

(1) Direct and complete. In 
which the entire card is given over 
to some definite item or line of mer- 
chandise. 

(2) General. In which case, a 
caption and illustrative cut furnish 
the attention-impelling interest, the 
balance of the card being left blank 
for whatever message the dealer 
wishes to fill in, by typewriter. 

To illustrate: 

During the winter months, when 
the sale of electric lamps (bulbs) 
is at its height, we used five hun- 
dred of No. 1 type cards, mailing 
them to a selected list of electricity 
users in our community. Such mail- 
ing cards contain three advertising 

(Continued on page 70) 
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Some Things the 


YOUNG HARDWARE MAN 
SHOULD KNOW 


T has been the practice of many 
I jobbers for years past to pro- 
vide certain valuable informa- 
tion for hardware men in their cata- 
logs. For the benefit of those who 
have not availed themselves of this 
information, HARDWARE AGE pre- 
sents the following paragraphs, 
culled from various sources, mainly 
from jobbers’ catalogs. 


Saw Differences 


A saw with a few tooth points to 
the inch (say 6 or 7) will cut fast 
and make a comparatively coarse 
cut ; these points are commonly used 
for ordinary construction work and 
similar rough sawing. The saws 
with many tooth joints to the inch 
(10 or 11) will make smooth, even 
cuts and are used mostly for interior 
finishing, furniture making, etc. 

Hand saws for cross cutting are 
made in sizes varying from 5- to 11- 
tooth points to the inch. The 7-, 
8- or 9-point saws, which are me- 
dium, are in greatest demand and 
are most satisfactory for ordinary 
work. 

In measuring the number of 
teeth in a saw, the cutting edge is 
measured from point of tooth to 
point of tooth and we speak of the 
saw as having so many points to 
the inch. 

The difference between cross-cut 
and rip saws is that the cross-cut 
is used for cutting across the grain 
of the wood and the rip saw for 
ripping or cutting with the grain; 
the cross-cut saw teeth being de- 
signed to cut across the grain simi- 
lar to a number of small knife 
blades and the rip, for cutting apart 
parallel to the grain with an action 
like so many chisels. 


Skew-back saws are curved on 
the non-cutting edge of the saw, the 
straight-back is cut straight from 
butt to point; straight-backs are a 
little stiffer than skew-backs. 

Note: Ship-point saws are also 
known as narrow-point or light- 
weight saws. 

The most essential feature in the 
manufacture of a cross-cut saw is 
the material used in the blade. 
Cross-cut steel must be hard and 
tough, so as to prevent the teeth 
from bending or dulling easily and 
that they may hold their shape. It 
must withstand hard knots and ob- 
structions, furthermore it should file 
and set readily to save the filer un- 
necessary time in refitting, yet it 
must not be brittle, else the teeth 
and points will break off. 


Various Parts of a Hammer 


The various parts of a hammer 
are clearly indicated _as follows: 
1, Handle; 2, Head; 3, Claw; 4, 
Face; 5, Neck; 6, Poll; 7, Cheek; 
8, Adze Eye. This will serve to 
more readily identify the variations 
in the different numbers of nail 
hammers. The bell face pattern 
differs from the plain face pattern 


and Can Learn from 


JOBBERS’ CATALOGS 


in that the face of the former is 
slightly rounded, rendering less li- 
able the possibility of the hammer 
head marring the wood. 


How to Use Taps and Dies 


Tapping or threading steel will 
be facilitated by a liberal use of 
lard oil. Lard oil is better than 
mineral oil. Keep a can handy for 
threading jobs. Cast iron should 
be threaded dry. Use kerosene for 
best results in threading aluminum. 

Best results in tapping holes will 
be obtained if the hole is the right 
size to give a 75 per cent depth of 
thread. Too small a hole breaks 
the tap. The same is true of using 
dies. Be sure the rod is not too 
big. If it is turn it down before 
threading. 


Rethreading Work 


In addition to cutting new threads 
the tools in a screw plate are very 
handy for repairing bruised and 
broken threads. Most screw plates 
have “bit brace guides” for more 
conveniently handling such work. 
With this device the die can be 
used in cramped quarters without 
difficulty. 


Bolt Measurements 


The length of a bolt is measured 
from the extreme end of the thread 
to the largest diameter of the bear- 
ing under the head. 

For example, all square, hexagon, 
button, round, cone, fillister, tee 
head bolts, whether round, square, 
fin or ribbed neck, are measured 
from under the head to the end of 
the thread. 

Flat countersunk, plow bolts, bolt 
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‘ends and studs, are measured over 
all excluding points. 

Oval countersunk head bolts are 
measured from the edge of the head 
to the end of the thread. 


Forms of Bolt Threads 


The U. S. S. Thread has sides 
at an angle of 60 to each other, and 
flat top and bottom equal to one- 
eighth of its pitch. 

The advantages of this thread are 
that the flat top and bottom prevent 
its being easily injured, that taps 
and dies will retain their size, and 
that bolts made with this thread are 
strengthened. 

The S. A. E. Thread is the same 
form as the U. S. S., but with a 
finer pitch (more threads per inch). 


“Penny” System of Designating 
Nails 


The “penny” system of desig- 
nating nails originated in England. 
Two explanations are offered as to 
how this curious designation came 
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about. One is that the six penny, 
ten penny, etc., nails derived their 
names from the fact that one hun- 
dred cost sixpence, fourpence, etc. 
The other explanation, which is 
more probable, is that one thousand 
ten penny nails, for instance, 
weighed ten pounds. The ancient 
as well as the modern abbreviation 
for penny is “d,” being the first 
letter of the Roman coin denarius ; 
the same abbreviation in early his- 
tory was used for the English pound 
in weight. 


Handling Wire Rope 


Wire rope must not be coiled or 
uncoiled like manila rope. When 
received in a coil it should be rolled 
on the ground like a hoop; if on 
reels, it should be properly un- 
wound. 


Malleable Pipe Fittings 


Standard malleable iron screwed 
fittings. are made plain and beaded. 
Plain fittings are generally used for 
low-pressure gas and water service 
as in house plumbing and railing 
work. Beaded fittings are the stan- 
dard steam, air, gas and oil fittings. 
Beaded fittings in sizes 4 in. and 
smaller are made in nearly every 
useful combination of openings. 


Types of Valves and Cocks 


The common types of valves are 
straight-way or gate, globe and 
angle. Globe valves offer more re- 
sistance to the flow of any fluid than 
do gate valves. The modern type 
of cock is one maed with iron body 
and brass, inverted plug. The plug 
has a spring at the bottom constant- 
ly pressing the plug against the seat. 
This form of cock is generally 
tested to 250-lb. cold water pres- 
sure and 125-lb. compressed air 
pressure under water and are 
recommended for 125-Ilb. working 
pressure. 


Building Data 


1000 shingles, laid 4 in. to the 
weather, will cover 100 sq. ft. of sur- 
face and 5 lb. of shingle nails will 
fasten them on. One-fifth more sid- 
ing and flooring is needed than the 
number of square feet of surface to 
be covered because of the lap in 
siding and flooring. 1000 laths will 
cover 70 yd. of surface and 11 Ib. 
of lath nails will nail them on. 
Eight bushels good lime, 6 bushels 
sand, 1 bushel hair makes mortar, 
to plaster 100 sq. yd. One cord of 
stone, 3 bushels of lime and a cubic 
yard of sand will lay 100 cu. ft. of 
wall. Cement, 1 bushel; sand, 2 
bushels, will cover 3%4 sq. yd. 1-in. 
thick; 4%4 sq. yd. 3%4-in. thick, and 
634 sq. yd. %4-in. thick. One bushel 
cement and 1 bushel sand will cover 
2% sq. yd. 1-in. thick; 3 sq. yd. 
34-in. thick, and 4% sq. yd. ™%-in. 
thick. 


Hand and Bevel of Doors 


See page 252, Beck & Gregg, for 
illustrations 
The hand of a door is determined 
from the outside, except French 
doors, on which the hand is taken 
from the inside, when cremone bolts 
or casement fasteners are used 


Hand of Door 


The outside of an entrance door 
is the street side. 

The outside of a room door is 
the hall side. 

The outside of a closet door is 
the room side. 

The outside of a communicating 
door is the side from which when 
the door is closed, the butts cannot 
be seen. 

The outside of twin doors is the 
side between the two doors. 

The inside of a French door is 
the side on which the cremone bolt 
is applied. 

Standing outside the door, if the 
butts are on the right, it is a right- 
hand door, if on the left, it is a left- 
hand door. 

If, when standing outside, the 
door opens from you, or inward, it 
takes a lock with a reverse bevel 
latch bolt. 

Reversible locks can be used on 
doors of either hand except when 
door is beveled, then hand of door 
must be given. 


Bevel of Door 


A door is beveled when its edge 
is not at right angles with the sur- 
face. 

Mortise locks for such doors re- 
quire fronts beveled to correspond 
to the door. 

Bevel is determined by placing 
square on door. 

The standard bevel is one-eighth 
inch on two inches. 


Hand of Locks 


Hand of Book Case or Cupboard 
Doors.—These doors always open 
out and the hand is determined by 
the side on which the butts appear 
as you face the door. Butts at your 
left on a left-hand door. 

Hand of Casement Windows.— 

(Continued on page 60) 
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Domestic Commerce Division Makes 


Study of Retail Paint Store 


(Washington Bureau. ) 


That scientific store planning produces better busi- 
ness conditions has been amply proved. Modernization 
of stores along this line is a growing movement and was 
given particular impetus following the Louisville grocery 
survey, undertaken by the Domestic Commerce Divi- 
sion, Department of Commerce. 

Further evidence of the benefits of modernization has 
devoleped as a result of study made by the Domestic 
Commerce Division of a retail paint store. Before the 
store was modernized the proprietor was found to be 
shutting off his customers from all access to the mer- 
chandise. The customer was permitted to enter only 
the first 20 feet or so of the entire depth of the store. The 
result of what should have been the retail selling space 
was used solely as a storeroom. 

Since the store was changed, easy access is given to 
all the merchandise and the store has produced additional 
income, and, it is reported, with reduced expense. 

“Experts in modern merchandising stress the im- 
portance of getting people back into the store,” said 
W. H. Meserole, business specialist, Domestic Commerce 


Division. “It can be done if the store is not too deep. 
The customer will go 60 feet, and on occasions even more 
if the store is properly designed. If there is a distress- 
ing sight in the retail store, it is to see a customer stand- 
ing against a counter pointing dt something she cannot 
reach. Why not have things opened up so the customer 
can get to the merchandise? Let the customer get at the 
shelving ; let her take an item and examine it, or another, 
if the first is not wanted. The encouragement of self- 
service offers many opportunities for trade promotion 
and saving.” 

It was pointed out by Mr. Meserole that sometimes 
merchants have profited from eliminating most of the 
old show cases and equipment. Frequently, he said, it 
is out of date and serves little practical purposes, and it 
was added that there is very little merchandise today in 
hardware, paint, grocery, dime or department stores that 
needs to be displayed under a show case. Bulky display 
cases were declared to often hide more merchandise than 
they can show. They were said to become a kind of 
catch-all for odd lot stuff the merchant does not know 
what else to do with. (Continued on page 55) 
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Executive News of 
Chang es, Meet- Manufacturers 
ings, Current parce 
Events in the ‘ , 
Trade of t he Retailers 
JULY 24, 1930 
GICK IS PRESIDENT OF | plant. In 1926 he was made | search work, being engaged in| LANDON P. SMITH, INC. 
| APPOINTS LES MILLER 


ALBANY HDW. & IRON CO. 

William Henry Gick, vice- 
president of the Albany Hard- 
ware & Iron Co. Albany, 
N. Y., was elected as president 
of that company on June 30, to 





WILLIAM HENRY GICK 


succeed the late William I. 
Baker. He was graduated from 
the Albany Academy in 1907, 
at which time he entered the 
Albany hardware organization 
as an office boy. He advanced 
from routine office positions to 
floor salesman in the retail de- 
partment, order clerk in the 
wholesale division, then back 
to the office in charge of cata- 
log construction. 

In 1917, while he was en- 
gaged in compiling and editing 
a builders’ hardware catalog, 
the World War came. He en- 
listed in the U. S. Army Avia- 
tion Corps, took his training in 
St. Charles, La., and then went 
overseas. Upon his return in 
1918 he went back to the hard- 
ware concern and soon became 
office manager. In his new po- 
sition he brought about many 
important and needed changes 
in the bookkeeping and account- 
ing systems, including mechani- 
cal bookkeeping. 

When the concern was build- 
ing its seven-story building in 
1924, he was named as assistant 
to the president, Mr. Baker, 
with full authority to supervise 
and equip with the latest ap- 
proved labor-saving devices the 
new and thoroughly modern 





vice-president in charge of sales, 
which position he retained until 
his election as president. 

Mr. Gick is active in the af- 
fairs of the Albany Chamber 
of Commerce, fraternal bodies, 
veterans’ associations, a coun- 
try club and other organiza- 
tions. 


SIMMONS RECOGNIZES 
FIFTY YEARS’ SERVICE 


Recently members of the 
Simmons Hardware Co. of St. 
Louis, Mo., were called together 
by C. D. Smiley, Jr., president 
of the company. Mr. Smiley 
addressed the gathering, with- 
out indicating the purpose of 
the meeting. He sketched in a 
very clear manner the progress 
of the organization from the 
covered wagon days down to 
the present day of high speed 
service. His speech pointed out 
the impossibility of any organi- 
zation physically expressing its 
gratitude and obligations to- 
ward its members whose life- 
long efforts made possible its 
satisfactory business history. 

Mr. Smiley suddenly called 
upon A. W. Douglas, Ed. 
Scheer and J. J. Keough and 
spoke to them of the early days 
in the firm’s activities, when 
its structure was built built by 
E. C. Simmons, C. D. Smiley 
(his father) and their co-work- 
ers. In his address he asked 
them to accept in the name and 
spirit of these man a slight 
token of appreciation for over 
fifty years of faithful service, 
in the form of beautifully en- 
graved gold watches, showing 
their individual business rec- 
ords. The three men were very 
much surprised and pleased at 
the tokens they received. 

Arthur Ward Douglas en- 
tered the store in 1878 at the 
age of 20 as office boy. He 
advanced through various de- 
partments and headed the buy- 
ing department for many years, 
coming into close contact with 
widely known hardware men. 
Today he is nationally known 
as an authority on hardware re- 


this type of work for the Sim- 
mons’ organization. 

Ed Scheer began his career 
as office boy in 1879. He 
worked his way through the 
stock departments and finally 
became. a city salesman, which 
position he held for over thirty 
| years, gaining the high respect 
| of hardware merchants in St. 

Louis. James J. Keough joined 
the concern in 1880 as office 
boy. Mr. Keough worked his 
way through the warehouse and 
back into the office, where he 
prepared in longhand all price 
changes for the catalogs of the 
company’s sixteen salesmen. He 
has the enviable record of be- 
ing called “on the carpet” only 
once in that time. It is be- 
lieved that no other member of 
the concern has a better knowl- 
edge of the steps in the Sim- 
mons buying department, with 
which department he is still ac- 
tively connected. 





CENTRAL N. Y. DEALERS 
DISCUSS SALES’ PLANS 

The Central New York 
Hardware Association held its 
regular July meeting on July 
14, at Baldwinsville, N.Y. 
Following a _ diner the 
White Horse Inn, just outside 
that village, the business session 
was held in the store of,-L. J. 
Schenck. Horace P. Aikman 
and Clayton Flancan led the 
discussions on selling heating 
apparatus, electric cookers and 
electric refrigeration. There 
was also the regular routine of 
association business. Those 
present inspected Mr. Schenck’s 
store very carefully and ex- 
pressed the impression that it 
was a good model of cleanliness 
and good order. 

It was announced at the 
close of the session that the 
August meeting would be held 


in the recently enlarged store 
of B. F. Metcalf & Son, Inc., 
Chittenango, N. Y. On that oc- 
casion Mr. Metcalf will be the 
dinner host to members and 
their employees. The dinner 
as usual will precede the busi- 
ness session. 


at 
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Les Miller, a glass engineer 
for many years has béen ap- 
pointed by Landon P. Smith, 
Inc., Irvington, N. J., to do en- 





LES MILLER 


gineering work for the concern. 
His first assignment will be in 
the states of West Virginia, 
Pennsylvania, Ohio and Michi- 
gan. He has had a wide and 
varied experience in the terri- 
tory of which he is to take 
charge. 
ANNUAL SHORE DINNER 
WESTCHESTER—AUG. 20 
The annual shore dinner of 
the Westchester County Hard- 
ware Dealers Association will 
be held at the Playland 
Casino, Rye Beach, N. Y., on 
Wednesday, Aug. 20. Dinner 
will be served at 6 p. m. Tick- 
ets at four dollars each, may 
be obtained from Chairman 
Wm: L. Vetter, 253 Hugenot 
St., New Rochelle, N. Y., the 
vice-president of the associa- 
tion. 


ALL METCALF EMPLOYEES 
ATTEND FIRM’S OUTING 

B. F. Metcalf & Son, Inc., 
Chittenango, N. Y., operators 
of five retail hardware stores 
in central New York State, 
entertained their entire staff of 
employees and their families at 
an outing held at Edwards 
Falls, N. Y., near Manlius, on 
July 16. More than sixty per- 
sons enjoyed the day as guests 
of the firm. All details were 
handled by Mr. and Mrs. B. F. 
Metcalf, Jr., who personally 
looked after the full enjoyment 
of their guests. 
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Changes in Customs Administrations 
Covered in Merchants Assn. Book 


With the aim of assisting 
manufacturers, importers and 
exporters to avoid mistakes in 
procedure under the new tariff 
act, which might prove exceed- 
ingly costly, both in time and 
in money, The Merchants’ As- 
sociation of New York has pub- 
lished for distribution a new 
booklet entitled “Changes in 
Customs Administrative Provi- 
sions.” 

A reading of the booklet 
shows that for the average con- 
cern whose business brings it 
into contact with the tariff, the 
changes in procedure are likely 
to be quite as important as are 
the changes in rates. The 
booklet takes up seriatim the 52 
administrative sections of the 
Act and explains the new pro- 
cedure that is called for under 
each. In virtually all of the 
52 sections there have been 
changes of greater or less im- 
portance. Several of the new- 
ly written sections mark dras- 
tic alterations of the previous 
code. 

Among the sections in which 
there have been extremely im- 
portant changes are Section 
304, relating to the marking of 
imported articles; Section 305, 
relating to immoral articles; 
Section 313, relating to draw- 
back and refunds; Section 320, 
relating to advertising matter; 
Section 482, relating to the cer- 
tified invoice; Sections 483 and 
484, relating to the consignee 
as owner of merchandise, and 
entry, and Section 489, relating 
to additional duties. 

The booklet was written by 
Benjamin A. Levett, customs 
export, who is. chairman of The 
Merchants’ Association’s Com- 
mittee on Customs Service and 
Administration, and before pub- 
lication was approved by the 
entire membership of the Com- 
mittee. 

The booklet shows that the 
only important change in the 





| 


try of $100 worth of personal 
effects for returning residents 
of the United States is the addi- 
tion of a clause which bars a 
resident from taking advantage 
of the exemption more than 
once in 30 days. 

A paragraph has been added 
to the Section relating to draw- 
back and refunds providing that 
imported merchandise which is 
not up to sample or specifica- 
tions, and upon which duties 
have been paid, may be ex- 
ported with a drawback of 99 
per cent of the duties, provided 
the goods have been returned 
to customs custody for expor- 
tation within 30 days after their 
original release. 

Many business houses are in- 
terested in the changes in Sec- 
tion 230, under which the Sec- 
retary of the Treasury and the 
Postmaster General may, with 
the advice and consent of the 
President, enter into a_ recip- 
rocal agreement with any for- 
eign country to provide for the 
entry free of duty of dispatches 
or shipments through the mail 
of circulars, etc., in the nature 
of advertising matter to indi- 
vidual addressees. 

An important change in Sec- 
tion 482, relating to certified 
invoices, directs that an invoice 
must be signed by the seller or 
shipper or agent of either, and 
prohibits the signing of the in- 
voice by a person who has no 
interest in the merchandise ex- 
cept as broker or forwarder. 

In dealing with Sections 483 
and 484, relating to the con- 
signee as owner of merchan- 
dise, and entry, the booklet sug- 
gests that both sections should 
be read together and studied 
carefully in order to avoid mis- 
takes. A change in Section 
489, relating to additional du- 
ties fixes the time in which a 
petition may be filed with the 
United States Customs Court 
for the remission of penal 


provision allowing the free en- | duties. 





ARCHIE W. MABON PASSES 
OWNED TWO PA. STORES 


Archie W. Mabon, hardware 
merchant and a leading citizen 
of Indiana, Pa., died suddenly 
on July 9 at his home in that 
city. He was since last year 
associated with two sons in the 
retail hardware firm of A. W. 
Mabon & Sons. Prior to that 
Mr. Mabon had from 1888 been 
a partner in the local firm of 
J. M. Stewart & Co., now op- 
erated as the Stewart Hardware 





Co. He had been with the 
Stewart organization from 1883, 
at which time he started his 
career as a hardware clerk. 

The late Mr. Mabon was a 
past president of the Rotary 
Club of Indiana, a member of 
the Ingleside, Cosmopolitan and 
Indiana Country Club, for many 
years president of the Citizens’ 
National Bank and a director 
of the Indiana Building and 
Loan Association. 

He is survived by his widow 


and two sons, Audley L. Mabon | 

















connected with the Indiana store 
and Alexander M. Mabon con- 
nected with the Blairsville, Pa., 
store of A. W. Mabon & Sons. 
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WALDO C. BRYANT 


Waldo Calvin Bryant, found- 
er and chairman of the board, 
The Bryant’ Electric Co., 
Bridgeport, Conn., whose death | 
was recorded in the July 17 is- | 
sue of HARDWARE AGE. 
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Ten Copies Norvell’s Books 
Wanted—Reader Will 
Pay $1.50 Each 


A reader requires. ten 
copies of the book “Forty 
Years of Hardware,” writ- 
ten by Saunders Norvell and 
published a few years ago 
by Harpware Ace. He will 
pay $1.50 each for these ten 
copies. Due to the popular- 
ity of the book, the publish- 
ers have sold all available 
copies, and so make this ap- 
peal for any extra copies 
which its readers may be 
willing to return for the 
payment indicated. Checks 
will be sent immediately. 

Send books to 
HarpWARE AGE _ EDITORIAL 


DEPARTMENT 


239 W. 39th St., New York 
City 














Kelley-How-Thomson Hold Convention 
of Sales Staff June 30 to July 3 


Kelley - How- Thomson Co., | 
309 South Fifth Avenue, Du- 
luth, Minn., wholesale hardware | 
firm, held its twenty-eighth an- | 
nual sales convention from | 
June 30 to July 3 inclusive. 

Approximately one hundred | 
of our representatives who | 
cover Wyoming, Montana, 
North and South Dakota, 
Northern Idaho, Northern 
Iowa, Minnesota, Wisconsin 
and the Upper Peninsula of 
Michigan were in attendance. 
Many were accompanied by 
their wives and children for 
whom special entertainment 
features were planned. 

The sessions Monday, June 
30, were held in the ballroom of 
the -Hotel Spalding. Speakers 
at these sessions included J. F. 
Fueglein of the Louisville 
Varnish Company, Louisville, 
Ky.; L. M. McFall of the 
Noblitt-Sparks Industries, To- 
ledo, Ohio, makers of Arvin 
car heaters; George E. Mans- 
field, general manager of the 
Howard Radio Company, South 
Haven, Mich.; E. L. Hess, gen- 
eral manager of the Detroit | 
White Lead Works, Detroit, 
Mich.; W. F. Fryburg, district 
manager of the Black & Decker 
Company; O. L. Schutz, presi- 
dent of the Grant Storage Bat- 
tery Company; H. I. Burgess, | 
Chicago branch manager of | 








the Florence Stove Company; 


James De Pree, general sales 
manager of the Colin B. Ken- 


nedy Corporation, South Bend, 


Ind., and Charles A. Dostal, 
vice-president and general sales 
manager of the American Flyer 
Manufacturing Company. 

The sessions on Tuesday, 
Wednesday and Thursday, July 
1, 2 and 3, were conducted in 
the company’s building, and 
these sessions were in charge of 
department managers, some of 
whom were assisted by manu- 
facturers’ representatives. On 
Tuesday evening a banquet was 
served in the ballroom of the 
Hotel Spalding which was at- 
tended by salesmen and manu- 


facturers’ representatives. Ap- 
proximately 200 were in at- 
tendance. Musical  entertain- 


ment was furnished by Kelley- 
How-Thomson employees. 

An interesting event in con- 
nection with the convention is 
the presentation of a watch 
valued at $140 to each sales- 
man who has completed a rec- 
ord of sales of $1,000,000 worth 
of hardware. The first watch 
was presented in 1916 and 
since that time twenty-four 
salesmen have claimed _ this 
coveted award. Three sales- 
men received watches during 
the 1930 convention, namely V. 
H. Jacoby, Roy Gilbert and 
Stanley Gilleland. 
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_WOOD-TURNERS SERVICE 
BUREAU MEMBERS MEET 


At the mid-season meeting of 
the Wood-Turners Service Bu- 
reau members at Portland, Me., 
on Saturday, July 11, it was 
definitely settled that the mem- 
bers of that organization will 
make no further price conces- 
sions for their product in 1930, 
at least. The meeting was at- 
tended by some 50 manufactur- 
ers and guests. 

It was brought out at the 
meeting that purchasing agents 
are bringing great pressure to 
bear on makers of wood-turned 
products to reduce their prices. 
But it was agreed by those 
present that the industry during 
the past several years, prior to 
the business depression that 
started in 1929, did not partici- 
pate in the general industrial 
prosperity; that the advent of 
the present business depression 
found wood-turned product 
prices on rock-bottom; that the 
one hope of making lower prices 
was through the medium of 
reduced workers’ wages; that 
such wages have been and are 
on rock bottom, and that a re- 
duction in wages would be a 
detriment to the return of gen- 
eral normal business conditions. 

That wood-turners, not mem- 
bers of the association, are in 
entire sympathy with the stand 
taken at the Portland meeting 
is evinced by the numerous 
tentative applications for mem- 
bership. 

George C. Carter, R. G. Dun 
& Co., was a guest of the bu- 
reau. He delivered two ad- 
dresses, one during the after- 
noon and the second after din- 
ner. His first subject was on 
“Present Day Trends and How 
Is Business?” during which 
many valuable statistics were 
given those present for consid- 
eration. His second address 
treated largely with the impor- 
tance of individual industries 
banding themselves together for 
mutual benefit, and with the 
drastic change in attitude of 
the Government toward such 
organizations. All sessions of 
the bureau were presided over 
by H. S. Wing, president of 
the Wing Spool & Bobbin Co., 
Kingfield, Me. 


A. L. SMITH IS DEAD 


A. L. Smith died at Hills- 
boro, Texas, recently. He was 
71 years old, one of the found- 
ers of the Smith-Tomlinson 
Hardware Co., Hillsboro, one of 
the oldest hardware firms in 
north central Texas. Mr. Smith 
was well known, having served 


( 





as vice-president of the Texas 
Hardware Mutual Fire Insur- 
ance Co., Dallas, Texas, for a 
long time. 


BECK & GREGG HDWE. 
INCREASE SALES FORCE 


Beck & Gregg Hardware Co., 
Atlanta, Ga., have recently 
added to their sales organiza- 
tion, Philip S. Steed, R. E. 
Stephenson and T. H. Chad- 
wick. Mr. Steed represented 
Belknap Hardware & Mfg. Co., 
Louisville, Ky., for nineteen 
years. For the last five years he 
represented the former Dunlap 
Hardware Co., Macon, Ga., in 
that vicinity. He will continue 
in the Macon section with the 
Beck & Gregg organization. 

Mr. Stephenson represented 
the Belknap Hardware & Mig. 
Co. in the Georgia territory. He 
will have charge of the north 
Georgia territory for the con- 
cern he now represents. Mr. 
Chadwick, formerly with J. D. 
Weed & Co., recently with the 
Shapleigh organization in St. 
Louis, Mo., covered a part of 
North Carolina. His new terri- 
tory will be in the vicinity of 
Savannah, Ga. 


WHITE, VICE PRESIDENT 
OF JENKINS BROTHERS 


James R. White, who has 
been secretary and advertising 
manager of Jenkins Bros., New 
York City, valve manufactur- 





JAMES R. WHITE 


ers, for the past three years, 
has been made _ vice-president 
and director of sales of that or- 
ganization. He retains his du- 
ties as advertising manager and 
secretary in addition to his new 
offices. Previous to his associa- 
tion with the valve company 
he had been with Rickard & 
Co., Inc., advertising agency, 
New York City. 





FRED P. CASTATOR JOINS | 
LANDON P. SMITH, INC. 


Fred P. Castator is now as- | 
sociated with Landon P. Smith, | 
Inc., Irvington, N. J., to work | 
in the interests of the wholesale | 
distributors of hardware and | 
glass. He will make a careful | 
survey of the retail dealers over | 


| 





FRED P. CASTATOR 


his entire territory, collecting 
their orders and turning them | 
in to either glass or hardware 
wholesale distributors. His first 
assignment of territory will be 
Kentucky, Tennessee, 
Indiana, Ohio and Iowa. 

Mr. Castator will travel en- 
tirely by motor, cooperating, 
wherever possible, with jobbers’ 
salesmen by giving them the 
benefit of his extensive knowl- 
edge of glass tools of the kind 
and variety included in the com- 
pany’s Red Devil line. Other 
territory will be assigned to him 
as fast as he can cover it. He 
had previously covered the cen- 
tral part of the countr¥ as a 
salesman of specialty lines. His 
many years of experience as a 
salesman fit him very well for 
his new position and work. 


Illinois, 


HARRINGTON 
OF HARRIS 


IS MGR. 
HDWE. CO 


Harris Hardware Co., whole- 
sale hardware distributors, 
Washington, N. C., has recently 
appointed J. M. Harrington as 
general manager. He succeeds 
Charles A. Flynn, who resigned. 
C. O. Jordan has recently been 
put in charge of the organiza- 
tion’s store in Plymouth, N. C. 
He served for several years in 
the retail end of the concern’s 
business and was a salesman on | 
the road for the company at one 
time. 





PITTSBURGH MANUFAC. 


| TURERS PROTEST SHORT 


HAUL FREIGHT RATES 


Representatives of some sixty 
manufacturing plants the 
Pittsburgh district met July 8 
in the Chamber of Commerce 
Pittsburgh, Pa., to 
make formal plans for objec- 


in 


Building, 


tions to recent increases in 


short rates on 
Hear- 


the Pennsylvania 


haul railroad 
iron and steel products. 


ings before 


| Public Service Commission -will 


begin in Pittsburgh tomorrow, 
at which the traffic committee 
of the Chamber of Commerce 
will arrange a schedule for lay- 
ing before the commission the 
objections Pittsburgh industries 
have to the new schedule. 

The new short haul rates, 
which became effective May 20 
under an order from the Inter- 
state Commerce Commission, 
have been suspended in the Chi- 
cago district by the Indiana and 
Illinois State Commissions, but 
the Pennsylvania Commission 
lacks power to suspend the 
rates until after hearings. 

It is estimated that the new 
rates will increase the Pitts- 
burgh district freight charges 
by about $2,000,000 a year un- 
less relief is obtained. In many 
cases the new rate amounts to 
a 100 per cent increase or more. 
As illustrations, the rate from 
Aliquippa to Pittsburgh has in- 
creased 128 per cent; from 
Blawnox to Pittsburgh, 85 per 
cent; from McKees Rocks to 
Pittsburgh, 140 per cent; from 
East Pittsburgh to Pittsburgh, 
91 per cent, and from Home- 
stead to Pittsburgh, 124 per 
cent. 

The increased rates have al- 
ready forced several important 
steel making companies to uti- 
lize river and truck service 


| more extensively, and it is in- 
| dicated that the movement has 


been so satisfactory in some 
cases that it will be continued 


| in spite of changes in freight 
| rates. 


ROCHESTER ASSN. OUT- 
ING TO BE HELD JULY 23 


The Rochester Hardware 
Association will hold its annual 
outing at Island Cottage, a re- 
sort on Lake Ontario, on the 
afternoon of Wednesday, July 
23. The party will be composed 
of merchants, their employees 
and representatives of whole- 


| salers and manufacturers oper- 


ating in and around the Roch- 
ester territory. President J. P. 
Josh heads the several com- 
mittees in charge of the outing. 
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GEORGE L. STARKS 
ANNOUNCES PERSONNEL 


George L. Starks, president, 
George L. Starks & Co., Inc., 
Saranac Lake, N. Y., wholesale 
distributors of plumbers, tin- 
ners, steam fitters, hardware, 
mill, factory and other supplies 
and merchandise has announced 
the personnel of the concern. 
Mr. Starks is president and trea- 
surer, F. J. Callanan is vice- 
president, A. A. Boulley is sec- 
retary, William G. Linstead is 
sales manager, and P. H. Peter- 
son is manager of the automo- 
tive department. 

Managers of other depart- 
ments are: R. F. Douglas, elec- 
trical, Thom. Douglas, paint, M. 
K. Leis, housefurnishings, J. H. 
Foley, builders’ supply, H. D. 
Fritz, heavy hardware and 
plumbing supply, W. H. Wiles, 
order, R. T. Wiles, sporting 
goods, H. Boulley, builders’ 
hardware, and K. H. Carey, 
credit. Guy Robertson, formerly 
with Pierce, Butler & Pierce, 
Syracuse, N. Y., has joined the 
organization as a traveling sales- 
man for the plumbing and heat- 
ing department of the concern. 


ELECTRIC MFRS. ADD TO 
HEADQUARTERS STAFF 


Three new members have 
been added to the headquarters 
staff of the National Electrical 
Manufacturers Association, 420 
Lexington Avenue, New York 
City. They are: E. S. Aumend, 
R. J. Blais and A. B. Smith. Mr. 
Aumend was assistant to the 
president of the Commercial 
Credit Corporation and was 
previously connected with 
Willys-Overland, Inc., dealing 
with sales and financing. 

Mr. Blais engaged in general 
consular work in Europe, spe- 
cializing in commercial investi- 
gation and reporting. He was 
formerly U. S. consul at Havre, 
France. Mr. Smith, now secre- 
tary of the association’s casualty 
and fire prevention committee, 
was in the electrical department 
of the Underwriters’ Labora- 
tories. 


SOUTHWEST HARDWARE 
WHOLESALERS SURVEYED 


Field work in connection with 
the study of wholesale hardware 
distribution in the gulf south- 
west area has been completed by 
the Domestic Commerce Divi- 
sion, U. S. Department of Com- 
merce. The department is now 











summarizing the findings for 
publication, in this study, which 
is the second of its regional 
commodity studies in that dis- 
trict. Business indicators such as 
stocks, capital turnover, margin, 
and expenses will be reported on 
for each of the several size 
classes and groupings of the 101 
jobbers interviewed. 

A discussion of the economic 
changes affecting the hardware 
trade will be included in the re- 
port. It will include; Profitable 
and unprofitable territories, ef- 
ficient and wasteful coverage by 
salesmen, stock control, financial 
control, cost allocation, balance 
sheets, and collection data. The 
report will not be ready for dis- 
tribution for several months. 


GREBE ENLARGES PLANT 
AND MOVES WAREHOUSE 


A. H. Grebe & Co., Inc., 
Richmond Hill, N. Y., radio 
manufacturers, have moved the 
offices in that plant from the 
second floor to the top floor. 
Production activities are now 
concentrated on four floors, with 
the warehouse facilities located 
in the Bush Terminal, Brooklyn, 
N. Y. Storeroom space in the 
Richmond Hill plant is now be- 
ing utilized for administration 
and production personnel. 








DRESS IS N. Y. MANAGER 
DULUTH SHOW CASE CO. 

W. J. Dress has accepted a 
position with the Duluth Show 
Case Co., Duluth, Minn., and 
has been placed in charge of the 





W. J. DRESS 


company’s New York office at 
101 Park Avenue, New York 
City. He will handle the sales to 
manufacturers and _ wholesale 
distributors in the metropolitan 
territory. 

Bill Dress, as he is known to 
his friends, needs no introduc- 
tion to the hardware trade, hav- 
ing been associated with the 
pocket knife industry for many 
years. 





CHECK PAYMENT VOLUME INCREASES 78 PER CENT 


Business for the week ended 
July 5, as measured by the vol- 
ume of checks presented for 
payment, was 18 per cent 
greater than the preceding 
week, but was lower than the 
corresponding period in 1929, 
according to a report from the 
Department of Commerce on 
July 12. The report comments 
further as indicated. 

Wholesale prices, as a whole, 
remained at the same level as a 
week ago, but showed a de- 
crease of 13 per cent when 
compared with the week ended 
July 6, 1929. The average price 
of wheat at Kansas City de- 
clined slightly from the preced- 
ing week and was lower than 
last year. Iron and steel prices, 
as measured by the composite 
index, although showing no 
change from the week ended 
June 28, were 9 per cent lower 
than the same period in 1929. 

Bank loans and discounts 
showed a slight decline from 
last week, but were greater 
than the corresponding week in 
1929. Average prices for stocks 





showed a gain of 3 per cent 
over the preceding week, but 
were lower when compared with 
the same period a year ago. 
Representative bond prices reg- 
istered gains over both prior 
periods. Interest rates for call 
money’ were slightly higher than 
the preceding period, but showed 
a marked decline from a year 
ago. Interest rates for time 
money showéd declines from 
both comparative periods. Busi- 
ness failures were reported to 
be fewer than during a week 
ago. 

The activity of steel mills at 
the end of the week of June 28 
showed a slight decline from 
the week of June 21 and was 
well below the level of a year 
ago. The volume of building, 
as measured by the number of 
contracts awarded during the 
week ended June 28, showed 
considerable gains over both 
prior periods. 

‘Check payments, bank loans 
and discounts, and stock prices 
for the week ended July 5, 1930, 
registered increases when com- 
pared with the week ended July 
7, 1928. 





ATLANTIC CITY OPENS 
THE AMERICAN FAIR 


The Federal government, 
states, more than one hundred 
industries, insular possessions, 
and even Soviet Russia, are rep- 
resented in The American Fair, 
opened in the Atlantic City 
Auditorium, Thursday evening, 
July 17. It is presented by the 
city of Atlantic City, N. J., and 
will be an annual institution. 
The fair, which closes August 
27, is the nation’s first indus- 
trial exposition to be on a per- 
manent basis. Admission will be 
free. An ice rink, 200 by 100 
feet is located near the center 
of the vast floor space of the 
auditorium, which seats 41,000 
persons. The Industrial Arts 
Theatre, directed by the Pathe 
Exchange, Inc., is shown daily 
in the ballroom. 

Of unusual interest are the 
exhibits of Soviet Russia’s gov- 
ernment and the government of 
Porto Rico. The latter includes 
native musicians, beach scene, 
making of beverages from 
cocoanut milk and a display of 
all of the island’s products, part 
of the display having been ar- 
ranged by Mrs. Theodore 
Roosevelt, Jr., wife of the 
island’s governor. In the Rus- 
sian exhibit are art goods, made 
by the peasants, some of which 
date back to the time of the 
Czars. 

Trenton, N. J., has a number 
of exhibits, offered by a large 
group of manufacturers, taking 
up one-tenth of the floor space. 
There are forty-seven exhibitors 
from Trenton having a display, 
costing nearly a million dollars 
and representing the labor of 
more than 15,000 employees. 
Federal government departments 
exhibiting include The Bureau 
of Animal Industry, The Bureau 
of Foreign and Domestic Com- 
merce, The International Com- 
mittee on Wood Utilization, 
United States Department of 
Commerce, The Bureau of 
Mines, and the United States 
Coast Guard. Various national 
associations have exhibits relat- 
ing to industry and welfare 
work, etc. 

In addition to the Senate 
resolution, the Fair has been 
indorsed in statements from 
Robert P. Lamont, secretary of 
Commerce, ex-senator, Walter 
E. Edge, New Jersey, recently 
named ambassador to France, 
United States Senator Hamil- 
ton F. Kean, New Jersey, Con- 
gressman Isaac Bacharach, New 
Jersey, Morgan F. Larson, gov- 
ernor of New Jersey, John S. 
Fisher, governor of Pennsyl- 
vania, and an official pronounce- 
ment of the Atlantic City Cham- 
ber of Commerce. 
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Index Shows Farm Prices 
At Lowest Level in Years 


The general level of prices received by 
producers on June 15 was the lowest for 
the season to that date, and continued 
price declines for agricultural products 
since the middle of June have reduced 
farm prices to the lowest level since 1922, 
according to the Department of Agricul- 
ture July 15. 

The index of farm prices showed a de- 
cline of 1 point from May 15 to June 15, 
compared with a 3-point decline in the 
preceding month, and the level on June 15 
was 123 per cent of the pre-war level, 
against 135 per cent in June last year. 
Most of the commodities in the index 
showed declines except corn, apples, hogs 
and lambs. 

Since June 15 a number of commodities, 
such as wheat, oats, cattle, hogs and cot- 
ton, have reached new low levels for the 
season in response to crop prospects, re- 
cessions in business and lower prices of 
other commodities in general both in this 
country and abroad. In the second week 
of July the level of farm prices was prob- 
ably several points below the level on 
June 15. 





Kester Solder Down Again 
Due to Lower Tin Market 


Kester Solder Co., Inc., 4201 Wright- 
wood Avenue, Chicago, IIl., issued new 
prices on July 10, showing further de- 
clines due, it is said, to the current lower 
tin market. New prices are as follows: 

Kester solder, lb. in carton, acid-core, 
52 cents; 1 Ib. spool, acid, rosin or paste 
cores, 54 cents; 5 lb. box (18-in. sticks) 
rosin or paste core, 49 cents; 5 lb. spool, 
acid, rosin or paste cores, 49 cents; 20 Ib. 
spool, all three cores, 44 cents. Prices are 
all per Ib. 

Kester, body solder, 5 Ib. boxes (18-in. 
sticks), 4% in. diameter, cored, 46 cents; 
same, solid, 36 cents. Prices are per Ib. 

All of above are subject to a discount 
of 10 per cent in 100 Ib. lots. 

Kester metal mender, carton of 10 
cans, $1.67; same, case lots, of 10 cartons, 
100 cans, $15. 

Kester radio solder, carton of 10 cans, 
$1.67; same, case lots of 10 cartons, 100 
cans, $15. 


GENERAL MARKET 
NEWS or tHe WEEK 





Vacation Goods Active 
With Hardware Trade 


New York, July 23.—From prac- 
tically every major wholesale hard- 
ware market comes the encourag- 
ing news that vacation equipment, 
particularly sporting goods, is sell- 
ing very actively. Though strictly 
staples are enjoying only a moder- 
ate demand generally, there seems 
to be relatively more activity in the 
rural districts than in city areas. 

Never a particularly active period 
for hardware and housefurnishings 
wholesalers, the early summer sea- 
son appears to be on a par with 1929 
for current volume. Wholesale buy- 
ers interested in their fall require- 
ments report that prices show no im- 
portant changes. They also ex- 
press confidence in the outlook for 
trade improvement during the fall 
season. With both wholesale and 
retail stocks at their lowest ebb 
in many years, it is felt that the 
opening up of business in Septem- 
ber should witness a movement for 
bringing up stocks toward normal. 
This alone would likely represent a 
substantial volume of business. 

Collections average fair and in 
some sections are not as good as 
they were last year, but at that the 
collection situation is not consid- 
ered acute and will, it is believed, 
improve with an increased move- 
ment of merchandise. 





Ribbon Zinc Base $9.00 
Sheet Zinc Base $9.50 


Effective July 11, Matthiessen & Hege- 
ler Zinc Co., La Salle, Ill., issued new 
price lists on M. & H. ribbon and sheet 
zinc. Both types, packed in 500 Ib. boxes, 
take the following base prices, ribbon 
zinc, $9 and sheet zinc, $9.50. The price 
sheets issued give extras, quantity dis- 
counts, and data regarding gage, and 
weights. 









The Wholesale Price Index 
Shows Decline for Week 


A decline of six-tenths of 1 per cent is 
shown by the wholesale price index of 
the National Fertilizer Association for 
the week ended July 12. 

Seven groups declined and one ad- 
vanced slightly. Of the 476 items 45 de- 
clined and 11 advanced. The larger de- 
clines occurred in cotton, silk, foods other 
than fats, fertilizer materials, hides, rub- 
ber, wheat, feeds and live stock. Slight 
advances occurred in the prices of butter, 
eggs, oranges and silver. 

Based on 1926-1928 as 100 and on 476 
quotations the index stood at 86.2 for the 
week ended July 12 and 86.8 for July 5. 


Bank Debits Drop in Week 
To $11,041 ,000,000 Total 


Debits to individual accounts as re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
July 9, aggregated $11,041,000,000, or 39 
per cent below the total reported for the 
preceding week, and 29 per cent below 
the *total reported for the corresponding 
week of last year, which also included but 
five business days. 

Aggregate debits for 141 centers for 
which figures have been published week- 
ly since January, 1919, amounted to $10,- 
290,000,000, as compared with $16,921,- 
000,000 for the preceding week and $14,- 
713,000,000 for the week ended July 10 
of last year. 


Week’s Price Average 84.5 
P. C., Says Prof. Irving Fisher 


Prof. Irving Fisher of Yale University 
announced on July 13 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 84.5 per 
cent. The June average was 86.4 per 
cent. The purchasing power of the dol- 
lar was 118.4c., on a 1926 basis of 100c. 
The June average was 115.7c., according 
to the Journal of Commerce. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
77.9. The June average was 78.6. 
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Car Loadings Off 144,707 
119,002 Below Last Year 


Loading of revenue freight for the 
week ended on July 5 totaled 792,141 
cars, the car service division of the 
American Railway Association announced 
on July 15. 

Due to the observance of Fourth of 
July and the fact that the day following 
was also observed as a holiday, the total 
for the week of July 5 was a decrease of 
144,707 cars below the preceding week 
and a reduction of 119,002 cars under 
the same week in 1929. It also was 
58,806 cars below the same week in 1928. 

Loadings for the week compared with 
the same week last year follow: 

Miscellaneous freight, 311,916 cars, a 
decrease of 53,130 cars; merchandise, less 
than carload lot freight, 204,837 cars, a 
decrease of 19,531 cars; coal, 109,729 
cars, a decrease of 10,404 cars; forest 
products, 36,173 cars, a decrease of 13,- 
943 cars; ore, 56,033 cars, a decrease of 
10,756 cars; coke, 8555 cars, a decrease of 
3329 cars. 

Grain and grain products loading for 
the week totaled 48,204 cars, a decrease 
of 4320 cars. In the western districts 
alone grain and grain products loading 
amounted to 37,559 cars, a decrease of 
4171 cars. Live stock loading totaled 
16,694 cars, a decrease of 3589 cars. In 
the Western districts alone live stock 
loading amounted to 12,571 cars, a de- 
crease of 2511 cars. 

All districts reported reductions in the 
total loading of all commodities, not only 
compared with the same week m 1929, 
but also the same week in 1928. 


Commercial Failures Show 
Daily Average Declines 


Commercial failures reported to the 
business reviews during the week ended 
July 17 showed a sharp daily average 
decline. Comparison of the actual to- 
tals gives no definite information because 
of the incidence of the holidays and a 
short business week. Failures reported 
to Bradstreet’s totaled 424, a daily aver- 
age of 70.6, against the 363 reported a 
week ago, which was an average of 90.75 
per day. R. G. Dun & Co. reported 428 
defaults in the week, a daily average of 
70.13, as compared with a total of 435 
the week preced’ng, which average 87 
per day. These figures also compared 
with 425 defaults shown by Bradstreet’s 
a year ago. 

Canadian failures as reported to Brad- 
street’s were 12 against 23 the preceding 
week, while according to Dun’s review, 
they totaled 58, as compared with 36 
a year ago. 

An increase was noted in the number 
of failures occurring in the business em- 
ploying up to $5,000 of capital, the per- 
centage of defaults in that group rising 
from 63.6 to 69.5. On the other hand, a 
decline appeared in the number of fail- 
ures falling in the group using from 
$5,000 to $20,000 of capital, the percent- 
age dropping from 25.3 to 19.3. 


The greatest rates of increase in num- 
ber of failures in the past week occured 
in the western and southern sections of 
the country, while the New England and 
northwestern regions reported declines. 





Electric Light and Power 
Revenues 1.7 P.C. Higher 


The total consumption of electric power 
in the United States for the first six 
months of 1930 was 1.7 per cent higher 
than for the corresponding period in 1929, 
and 15.1 per cent above that for the first 
half of 1928, according to the National 
Electric Light Association. The total 
consumption was 37.8 billion kilowatt 
hours. 

Total revenues of the electric light and 
power companies for the six months were 
4 per cent higher than for the same period 
1929, and 12.7 per cent above 1928. 

The use of electricity by domestic or 
household customers is considered par- 
ticularly significant, showing an increase 
of 13.7 per cent for the first six months 


of this year over 1929, and 29.8 per cent _ 


over 1928. This indicates that electric 
household appliances continue to be pur- 
chased and used in large quantities, al- 
though conservative buying is observed 
by business generally. The consumption 
per household, which was at the rate of 
502 kw-hr. annually at the beginning of 
the year, has risen to 524 kw-hr. 

The consumption of electric power by 
small industrial concerns, stores, theaters, 
for street lighting, and corresponding 
uses, was 6.8 above that for 1929, and 24 
per cent above 1928. 

Large industrial plants, mines, quarries, 
and bulk power users consumed 2.2 per 
cent less in the six months just concluded 
than in the corresponding period in 1929, 
but the consumption by them was 10.3 
per cent higher than for the first half of 
1928. In view of the exceptionally high 
levels of industrial activity in the first 
half of 1929, the Association considers 
this gain, in comparison with 1928, as of 
decided importance in relation to any in- 
terpretation that may be made of business 
conditions. 


Commodity Prices Decline 
2.3 Points in June 


With decreases noted in all major 
group commodities too great to offset 
slight increases in other groups, the 
wholesale price index of the Department 
of Labor shows a decline of 2.3 points 
during June compared with May, it was 
announced July 17. The index, which 
includes 550 price quotations, weighted, 
according to the importance of each com- 
modity, stands at 86.8 for June, compared 
with 89.1 for May, 96.4 for the same 
month last year, and 100.0 for the year 
1926. Based on these figures the pur- 
chasing power of the 1926 dollar was 
$1.152 in June. 

According to the report, farm products 
as a whole decreased nearly 4% per cent 
in average price for May to June, while 


Farm Wage Index Shows 
Decline of 2 Per Cent 


A decline of 2 per cent in the index 
of farm wages from April 1 to July 1 
has been recorded by the Bureau of Ag- 
ricultural Economics of the Department 
of Agriculture, it was announced July 
12. The supply of farm labor on July 1 
was the largest reported by farmers in 
any month covered by available records, 
it was stated. 

This decline, according to the depart- 
ment, is in sharp contrast to the usual 
seasonal farm wage advance of 6 per 
cent for the period, and brought the in- 
dex to the lowest level recorded since it 
was first compiled in 1923. 

The decline in business activity is be- 
lieved to have caused the increased sup- 
ply of farm labor, the department said, 
probably because large numbers of un- 
employed industrial workers have turned 
to the country in search of a livelihood. 
At 160 per cent of the pre-war level on 
the first of the month, the index was 13 
points lower than a year ago. All classes 
of wages, per month and per day, with 
or without board, were lower throughout 
the country than a year ago. Reports in- 
dicate a supply of farm labor 103.4 per 
cent of normal, compared with a sup- 
ply only 92.3 per cent of normal reported 
last year- 

“On the other hand,” the department 
said, “owing to the low level of prices 
of agricultural products, farmers are 
tending to do as much of their own work 
as possible. In consequence, demand for 
farm labor was reported at 81.4 per cent 
of normal on July 1, in comparison with 
90.8 per cent a year ago.” 





foods declined over 1% per cent for the 
same period. Prices of hides and leather 
products as a group showed little change 
from the month before, with hides and 
skins appreciably higher, and leather, 
boots and shoes and other leather prod- 
ucts somewhat lower. 

Textile products continued downward, 
with cotton goods, silk and rayon, wool- 
ens and worsted goods, and other textiles 
participating in the decline, it was as- 
serted. Metals and metal products aver- 
aged lower with declines in iron and 
steel. Prices of building materials of all 
kinds averaged well below those of the 
preceding month. Chemicals and drugs, 
including fertilizer materials, declined 
slightly, while mixed fertilizer showed 
a small increase. 

Decreases from May levels were shown 
for the three Jarge groups of raw mate- 
rials, semi-manufactured articles and fin- 
ished products, while non-agricultural 
commodities and the group of all com- 
modities other than farm products and 
foods also declined, the report stated. 
Of the 550 commodities or prices series 
for which comparable information for 
May and June was collected, increases 
were shown in 50 instances and decreases 
in 231 instances. In 269 instances no 
change in price was reported, according 
to the report. 
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New York PAint MateriAcs MARKET 


NEW YORK, July 22.—Slight declines will be noted on 
turps, T.N. grade shellac, orange shellac and alcohol. 
Otherwise prices remain unchanged. Demand generally 
continues moderate. It is reported that paint brush manu- 
facturers are now out with their prices for the 1930-31 
season; these factory prices are slightly lower on some 
numbers, but at most the change does not amount to more 
than five per cent. It will be a number of weeks before the 
jobbers are ready to announce their brush prices, possibly 
not before Labor Day. ~The jobbing paint trade is about 
over for the current season, although dealers are selling 
right along. Paint volume with the wholesalers has been 
fair and not greatly below normal. Leading retailers ad- 
vantageously located report success in the sale of quality 
paints and an increased degree of customer satisfaction, 
notwithstanding the impression abroad that low and medium 
priced grades are likely to be the best sellers. 

Though linseed oil prices are unchanged there are 
rumors of slight shading on quantity orders. A large 
domestic and Argentine crop of flaxseed is predicted. 
Though future crop deliveries show some declines, it is 
said that an upward adjustment may be expected when 
delivery time arrives. 


LINSEED OIL 
PURE LINSEED OIL 
Per Pound 


ek Ca) NS CRU SINE ore: 0'9 Six o b-ole-d-sib 00a x ¥ 0a 14.6c. 
Se ee NE IE NS Sasi soca Rea te Kas va won 14.2c. 
Camcetts Huseed oll in DIB. ..< 06 ccciscciesscccse 22.0c. 


WHITE LEAD 
WHITE LEAD AND OXIDES. 

White lead in oil, heavy or soft paste, 100 Ib. kegs, 13%c.; 50 
and 25 lb. kegs, 14c.; 12% lb. kegs, 14%c.; 5 Ib. cans, 16%c.; 
1 Ib. cans, 18%c.; 5 lb. cans packed 50 or 100 Ibs. to case; 1 Ib. 
cans packed 25, 50 or 100 Ibs. to case. 

The following discounts are granted on quantity orders for de- 
livery at one time; 500 Ib. lots, 10 per cent; 2000 Ib. lots, 10 
per cent and 6 per cent; 10,000 lb. lots, 10 per cent, 10 per cent 
and 3 per cent; carload lots, 10 per cent, 10 per cent and 4 per 
cent. 

DRY WHITE LEAD. 

Dry white lead, 100 lb. kegs, 13%c.; 25 and 50 lb. kegs, l4c.; 

12% lb. kegs, 14%c. 


FLATTING OIL 


Quart cans, 12 to case, 35c. per can; 1 gal. cans, 6 to case, 
$1.20 per gal.; 5 gal. cans, 1 and 2 cans to case, $1.10 per gal. 
Quantity discounts: 10 to 24 gallon lots, less 10 per cent; 24 to 
48 gallon lots, less 20 per cent; 48 to 96 gallon lots, less 20 and 
5 per cent; 96 gallons and over, less 20 and 15 per cent. Mixed 
orders for different sized cans will be subject to the discount for 
the combined gallonage. 


WHITE LEAD PUTTY 


White lead putty, 1 Ib. cans, 10c. per lb.; 12% Ib. cans, 8c. 
per lb.; 25 Ib. cans, 8c. per lb.; 120 lb. (approximate) tubs, 7c. 
per lb. 


COMMERCIAL PUTTY 


1 lb. cans, 6c. per Ib.; 2 Ib. cans, 5%4c. per Ib.; 5 Ib. cans, 4%c. 
per Ib.; 12% Ib. cans, 4%4c. per Ib.; 25 Ib. cans, 4c. per 1b.; 100 
to 120 Ib. tubs, 3c. per Ib. 


SPIRITS TURPENTINE 


Price ranges from 50c. per gallon. 


DRY COLORS 


COMMERCIAL LAMP BLACK. 
In 50 Ib. cases, 1 Ib. packages, 16c. per Ib.; 14 lb. packages, 22c. 
per lb.: % Ib. packages, 30c. per Ib. Assorted sizes, 22c. per Ib. 


GERMANTOWN LAMP BLACK. , 

In 50 Ib. cases, 1 'b. packages, 25c. per Ib.; 4 Ib. packages, 
32c. per lb.; %4 Ib. packages, 40c. per lb. Assorted sizes, 32c. per 
Ib.; ultramarine blue, 28 Ib. boxes, from llc. to 9c. per Ib.; dry 
colors in barrels varying from 300 to 350 lbs. Prices per pound: 
Prince’s metal-ic, 3c.; American raw and burnt umber, 5téc.; 
Italian raw and burnt sienna, 10c.; turkey raw and burnt umber, 
6c.; American raw and burnt sienna, 5%4c.; Van Dyke brown, 9c.} 
chrome green, Il.m. or dark. 15c.; American venetian red, 3c.; 
Indian red, 15c.; turkey red, 35c.; American vermilion, 35c.; 
American yellow ochre, 2c.; imported French ochre, 6%c.; golden 
ochre, 6c.; chrome yellow, l.m. or dark, 15c.; Dutch paint, llc.; 
extra gilder’s whiting, 7%4c. 


SIZING GLUES 


White kalsomine glue, flakes, 30c. per lb.; pure hide joint glue, 
ground or flakes, 25c. per lb.; South American sheep glue, 110 Ib. 
bags, 15c. per lb.; German sheep glue, 110 lb. bags, 18c. per Ib. 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels, 14c. per lb.; Italian ground pumice 
stone, in barrels, 3c. per lb.; C. P. aluminum bronze, 1 Ib. cans, 
Jac. per can; pale gold bronze, 1 Ib. cans, 65c. per can; copper 
bronze, 1 lb. cans, $1 per can; cotton waste, 50 Ib. bales, 14c. to 
15c. per Ib.; alcohol, C. D. No. 5, in steel drums, 45c. per gal.: 
steel drums are charged at $6 each, which is refunded when 
drums are returned. 


SHELLAC 


T. N. Grade, 164 lb. bags, 25c. per Ilb.; Vac-Dry, bleached, 
250 Ib. barrels, 31c. per Ib.; Orange, 164 lb. bags, 26c., 28c. and 
35c. per lb.; 5 Ib. pure white shellac, 50 gallon barrels, $1.85; 
5 lb. pure orange shellac, 50 gal. barrels, $1.55; 4% Ib. pure white 
shellac, 50 gal. barrels, $1.75 per gal.; 4% lb. pure orange shellac, 
50 gal. barrels, $1.45 per gal.; 4 Ib. pure white shellac, 50 gal. 
barrels, $1.65 per gal.; 4 lb. pure orange shellac, 50 gal. barsels, 
$1.35 per gal. 


STEP LADDERS 


High grade, 4 ft., $1.95; 5 ft., $2.40; 6 ft., $2.90; 7 ft., $3.40: 
8 ft., $3.90; 10 ft., $4.80. Medium quality, 3 ft., 75c. each; 4 ft., 
$1.00; 5 ft., $1.25; 6 ft., $1.50; 7 ft., $1.75; 8 ft., $2.00; 10 ft., 
$2.50. Competitive quality, 4 ft., 80c. each; 5 ft., $1.00 eaeh; 6 ft., 
$1.20 each. 


EXTENSION LADDERS 


Complete with rope and pulley assemblies, 20 ft., $5.60 each; 
24 ft., $7.85 each; 26 ft., $8.45 each; 28 ft., $9.00; 30 ft., $9.55; 
32 ft., $10.15; 34 ft., $10.70; 36 ft., $11.20; 38 ft., $12.00; 40 ft., 
$12.50. Extra ropes for extension ladders, $1.25 each. Extra 
pulleys for extension ladders, $1.25. 


FLOOR WAX PRODUCTS 

Powdered Wax.—4 02., 231sc.; 8 0z., 3344¢c.; 16 oz., 66%c.; 5 Ib., 
$2.66%, per package. 

Prepared Paste Wax.—2% oz., 16%4c.; % lb., 33'c.; 1 Ib., 56%¢c.; 
2 Ib., $1.063g; 4 Ib., $2.00; 8 Ib., $3.7344. 

Prepared Liquid Wax.—% pt., 33%4c.; 1 pt., 50c.; 1 qt., 93%c.; 
1%, gal., $1.60; 1 gal., $2.66%. 

Floor Polishing Outfits.—Includes quart bottle of liquid wax, 
one way mop, one weighted floor brush and instructions, $3.75. 


Weighted Floor Brushes.—15 lb., $3.75; 25 Ib., $5.25. 


SANDPAPER 


Size 00, 100 sheets, 83c. per box; size 0, 100 sheets, 83c. per 
box; size %, 100 sheet, 89c. per box; size 1, 75 sheets, 74c. per 
box; size 1%, 50 sheets, 56c. per box; size 2, 50 sheets, 65c. per 
box; size 214, 50 sheets, 7lc. per box; size 3, 25 sheets, 4lc. per 
box. 

Utility packages of sandpaper, 6%c. each. Full cartons of 72 
packages are subject to an additional per cent discount. 
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NEW YORK: 


New. York, July 22. 

Current volume in the wholesale dis- 
tribution of hardware, housefurnishings 
and allied lines is about on a par with 
sales of last year. In a few instances 
daily comparison between 1929 and 
1930 show a slight increase for the lat- 
ter with very few daily comparisons 
showing a decline. Individual orders 
continue abnormally small but as is 
often the case are more numerous, 
which encourages the belief that sum- 
mer business will be steady if not 
heavy. No great improvement is ex- 
pected prior to the fall and even then 
it is thought that the change will be 
gradual. 

Being the vacation season practically 
all local jobbers are running with re- 
duced personnel, which of course gives 
them the physical appearance of being 
very busy. 


Fall Prices Unchanged 


Buyers seeking information for fall 
requirements report that prices show 
no changes. Reductions had not been 
expected but there was a feeling that 
some upward adjustments might be 
made as many wholesale prices are 
about as low as they can go. 

The general run of shelf hardware 
in common with all staples has only a 
moderate demand. It is the fairly 
heavy call for flashlights, flashlight 
batteries, touring and camping equip- 
ment, vacuum bottles, electric fans and 
other vacation and strictly hot weather 
merchandise that is keeping current 
volume on a par with last year. 

Those who distribute golf, tennis, 
baseball, swimming and other sporting 
goods equipment are enjoying relative- 
ly a very active current market. The 
mushroom growth of the popular mini- 
ature golf course has stimulated a real, 
substantial demand for putters and golf 
balls, mostly in the cheaper grades, 
however. It is felt that interest in 
the miniature game may inspire begin- 
ners to try the regular game and bring 
to the trade a good sale of the better 
grade of golf goods. 


Vacation Goods Active 


Judging by the retail sales of vaca- 
tion equipment, the percentage of local 
families planning annual summer trips 
is quite normal. Reports from summer 
resort associations would indicate that 
patronage is considerably reduced, 








AT A GLANCE 


Current wholesale volume 
about equals records of 1929. 
No. great improvement ex- 
pected prior to fall. 

* 8 & 

Vacation goods, particular- 
ly sport goods, are very active 
but strictly staple hardware 
lines enjoy only a moderate 
demand. 

* 8 # 

Buyers report prices on fall 
requirements show no changes. 
* # & 

State surveys on unemploy- 
ment relief encourage belief 
that problem is being solved 
to some extent. 

* * & 

Business rentals, particularly 
for office space, show improve- 
ment as railroad and indus- 
trial stocks show greater 


strength. 











which may only mean that average va- 
cations are shorter this year. 

While unemployment is still a prob- 
lem in the Metropolitan territory, city 
and State authorities report favorable 
progress in arranging for labor stabil- 
ization. Within the past fen days a 
survey of the entire State of New 
York shows improvement due to part- 
time working basis, the making of im- 
provements and in an encouraging per- 
centage due to increased sales of man- 
ufactured products. 

Students of Wall Street are showing 
reasonable enthusiasm for money con- 
ditions, reporting on July 18, that the 
stock market had gained since July 9 
rearly half of the declines experienced 
during the month of June. The in- 
creasing strength of railroad and in- 
dustrial securities is offered as another 
favorable sign, tending toward a more 
general public confidence in business. 
The rather substantial increase in brok- 
ers’ loans has also been encouraging. 

Rentals of business properties, par- 
ticularly office space, have shown 
some definite improvement in the past 


two weeks. Unimproved properties of 


all kinds, however, remain about the 
same and are causing little interest. 


Summer Volume on Par with 1929 
Vacation Equipment Fairly Active 


Limited Price Cutting 


Some price competition is reported 
on quantity orders for nails, wire, bolts 
and nuts and such staples, but the local 
wholesale market taken as a whole is 
fairly free of price cutting on a large 
scale. At any rate there is certainly 
much less complaint about price com- 
petition than in former summer periods, 
with their traditional if not economical- 
ly necessary “lulls.” 


Major Industrial Field 


Plans for a fairly general resump- 
tion of activity in the major industrial 
fields on or about the first of next 
month suggest that August will see a 
good demand for materials and per- 
haps equipment. Taking the country 
as a whole, other straws pointing to 
improvement in business are found in 
the scrap-and pig iron markets. While 
there continue to be scattered declines 
in old material prices, with heavy melt- 
ing grade down 25c. a ton at Cleveland, 
the situation as a whole shows that 
lack of definite trend which frequently 
precedes a turn. It is possibly signifi- 
cant that a purchase of 30,000 tons of 
heavy melting grade at Pittsburgh 
failed to bring out a further break in 
prices and that scrap brokers, notably 
in the Chicago district, are beginning 
to accumulate material in anticipation 
of a higher market. 

The transitional character of busi- 
ness is reflected in steel plant opera- 
tions. Slight increases by some pro- 
ducers have been offset by further 
curtailment by others and steel ingot 
production at large continues to aver- 
age 56 per cent of capacity. 

Construction work stands out as the 
chief sustaining influence during the 
July suspensions among manufacturing 
users of iron and steel. The building 
of great pipe line systems for natura! 
gas, oil and gasoline is a major trans- 
portation development reminiscent of 
the period when our railroad network 
was being created. Plants making line 
pipe are fully committed for three to 
four months, and, although they are 
reluctant to take further business at 
present market levels and buyers, in 
turn, hesitate to place tonnage that 
might not be available this year, large 
projects continue to be planned. The 
latest to be announced, a 1400-mile gas- 
oline line from Oklahoma to Des 
Moines, Omaha, Chicago and Minne- 
apolis, will require 75,000 tons of steel. 
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CHICAGO: 


(Chicago office of HARDWARE AGB) 
Cuicaco, July 22. 


OR two or three weeks some im- 

provement has been noticeable in 

the hardware trade. The morale 
of jobbing salesmen is definitely higher, 
for one thing, and dealers, still cau- 
tious, are encountering less selling re- 
sistance, particularly in the agricultural 
communities. Farmers are dissatisfied 
over the prices of their products; nev- 
ertheless they are bringing in a cash 
return and in conservative fashion they 
are disposed to buy. 

This year’s wheat crop is about equal 
to that of 1929 and the indicated corn 
yield is 180,000,000 bushels larger. The 
Canadian wheat crop, according to the 
current official estimate, is 2 per cent 
below that of last year. 

Seasonal sporting goods trade con- 
tinues at a lively pace. An unprece- 
dented demand for outdoor play balls 
has piled up and factories are behind 
on orders. The call for golf goods is 
so strong that the manufacturers can 
no longer ship promptly. Dealers are 
sending in a big volume of re-orders 
for fishing tackle; delayed buying has 
created an excess of demand over sup- 
ply and factories are doing their best 
to keep abreast of the situation which 
is now somewhat out of control. Sum- 
mer furniture shows a good volume; 
retailers who stocked up on it have ap- 
parently won their reward, for many of 
them are sending in their second orders 
with urgent requests for prompt de- 
livery. 


POCKET CUTLERY MOVING 


Popular priced pocket knives are 
moving freely; this is also true of hunt- 
ing, fishing, camping and electricians’ 
knives. The annual migration to the 
mountains, lakes, woods and streams 
is now on at full swing and is precipi- 
tating a vigorous demand for such sup- 
plies. Medium priced alarm clocks for 
summer camps and cabins likewise re- 
veal selling speed. By stocking, dis- 
playing and otherwise merchandising 
standard outdoor equipment many hard- 
ware merchants are adding substantial- 
ly to their volume. Motor and picnic 
kits with vacuum bottles, selling at a 





AT A GLANCE 


Some improvement has been 
noted in past two weeks. 
Morale of jobbers’ salesmen 
shows definite improvement. 


- $$ 


Though farmers are dissatis- 
fied with crop returns, they 
are receiving some actual 
cash and are buying a little 
better. Agricultural areas 
are generally more active 
than congested districts. 

ee # 


Sporting goods continue very 
active, particularly for golf 
goods and fishing tackle. 

* * # 


Pocket cutlery is in good de- 
mand. Knives for hunting, 
fishing and electrical work 
are particularly popular at 
the present time. 

* 8 # 


Prices on wire and nails are 
much steadier; in fact, prac- 


tically all staple goods 
prices may be considered 
firm. 











good price, are now in popular demand. 
Nickel-silver plated, brass-base table 
ware for the summer cottage is active. 
Many of these pieces retail at 10c. each, 
affording the dealer a fair profit. 

Tires and tubes are strengthening in 
demand and showed the best spurt of 
the season over the Fourth of July holi- 
days; retail stocks are reported low 
and a consistent trade is expected 
throughout the remainder of the sum- 
mer; prices are still firm at the low 
levels established several weeks ago. 
Temperatures in the interior, away 
from the Great Lakes region, have 
risen as high as 104; this hot weather 
has accelerated the sale of ice-cream 
freezers and oil cook stoves. Dealers 
who have been pushing such equipment 
indicate satisfactory results. Fly- 
swatter demand is active; fiber swat- 
ters that do not mar furniture seem to 
have captured the popular fancy. 


Some Improvement Noticeable—Morale 


of Jobbers’ Salesmen Is Much Higher 


FLASHLIGHTS AND BATTERIES 
ACTIVE 


Movement of electric fans has shown 
the effect of the hot spell; jobbers and 
dealers report satisfactory sales. Flash- 
lights and batteries are active. Light 
electric irons for use in traveling are in 
good demand. Recent rains have pro- 
longed the sale of lawn mowers to a 
considerable extent. Prices on lock- 
sets and builders’ hardware in general 
are holding fairly firm; though sales 
are not heavy, they show some in- 
crease, especially in the smaller cities, 
where building activity, such as it is, 
reveals a relatively healthier condition, 
attributed in some measure to lower 
labor costs; in the urban centers these 
costs are thought to be largely responsi- 
ble for the sluggishness in the building 
trades. 

Present quietude in the hickory han- 
dle trade emphasizes the difference be- 
tween the two schools of handle buy- 
ers. Many manufacturers in this field, 
it is declared, are dumping upon the 
domestic market all their surplus lots 
which, in active periods, are easily sold 
for export; as a result the buyer with 
a strong inclination to “shop” buys 
pick-ups here and there from varied 
sources, with the consequent necessity 
of offering mixed patterns and grades 
to his trade. On the other hand, it is 
affirmed, the buyers of standardized 
handle lines are enjoying a steady and 
profitable demand from dealers and 
users who require the same degree of 
quality and selectivity of pattern to 
which they have been accustomed. 


WIRE PRICES STEADIER 


Nail and wire prices have steadied 
somewhat. Feeling prevails that liquid- 
ation is near at hand on these lines. 
Trade in nails is now quiet. In total 
tonnage sold, however, sales of wire 
and standard types of fencing, gates, 
posts and fencing have been more near- 
ly normal. Selling volume of window 
screens and doors has been below the 
average, but the late current demand 
is better than it has been in recent sea- 
sons. Combination doors, with inter- 
changeable summer and winter panels, 
are developing unusual volume, since 
an increasing number of householders 
is recognizing their merit and adapta- 
bility. Steadiness is an undisputed 
characteristic of the present market on 
window screens and doors. 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 
PittspurGH, July 22. 

HE hardware business in this dis- 

trict is seasonably quiet, with hot 

weather items moving rather slug- 
gishly and little forward buying under 
way. The month promises to bring lit- 
tle improvement, although most jobbers 
look for some acceleration during 
August. Among the more active items 
are scythes, snaths, hay forks, rope, and 
other haying tools, vacuum bottles and 
jugs, and electric fans. Fill-in orders 
for screen doors and windows are still 
coming in, and Mason jars for fruit 
canning are beginning to move. Ad- 
vance shipments of loaded shells are 
also being made, although heavy vol- 
ume will not get under way for several 
weeks. 

The growing popularity of miniature 
golf courses has developed considerable 
interest in the cheaper line of golf 
sticks and supplies, and croquet sets 
have been particularly active this year. 
Other sporting goods are still moving 
fairly well. 

Next season’s quotations on lawn 
mowers are being announced by job- 
bers, with slight reductions on some 
sizes. Wire nails have weakened, and 
are now quotable at $2.35 to $2.45 per 
keg, a decline of 10c. from the recent 
minimum. Otherwise price changes are 
generally unimportant, although a num- 
ber of minor adjustments are being 
made in various lines. 


INDUSTRIAL BUILDING FAIR 


Demand for _ builders’ hardware 
shows no appreciable improvement. 
Residential construction in the district 
is very light and is not now expected 
to develop to any extent this season. 
There is some industrial building: un- 
der way, but the bulk of structural 
activity is confined to large public proj- 
ects, such as bridges, river improve- 
ments and highways. What little de- 
mand for builders’ hardware is re- 
ported is coming largely from rebuild- 
ing and improvement work, which is 
being stimulated to some extent by the 
activity of the leading maker of ra- 
diators and sanitary ware. 

The local iron and steel industry, 
which is completing the most quiet 
fortnight of the year, is beginning to 
show definite signs of slight improve- 
ment. Specifications from the automo- 
bile industry for August shipment indi- 
cate a partial resumption of activity in 
that district during the next month, 
and other consuming industries, which 


Jobbers 
During 





AT A GLANCE 
Scythes, snaths, hay forks, 


rope and haying tools are ac- 

tive but this market generall 

is quiet. ' 
* &” 

Jobbers look for trade im- 
provement to come early in 
August. Current fill-in or- 
ders for screen doors and win- 
dows, preserving equipment, 
etc., are fairly good. 

¢ @.2 

Sporting goods lines con- 
tinue to move fairly well. 
Miniature golf courses help 
the sale of cheaper grade golf 
goods. 

* * * 

Building is restricted pretty 
much to industrial construc- 
tion. Builders’ hardware sales 
are largely for rebuilding and 
improvement work. 

* 8 & 

Slight improvement is seen 
in the iron and steel industry 
though prices in these basic 
lines still show weakness. 

* % & 

Employment conditions are 
about the same. Relief is ex- 
pected early this fall. 











have been down for inventory taking 
and lack of orders, are beginning to 
show interest in their August require- 
ments. In the meantime, open-hearth 
operations in this and nearby districts 
have fallen under 60 per cent, with the 
smaller independent companies averag- 
ing less than 50 per cent. The heavy 
requirements of the pipe, structural and 
bar mills has prevented raw steel out- 
put from declining even further, as de- 
mand for flat rolled products, wire and 
alloy steels has been exceedingly light. 


STEEL PRICES WEAK 


Steel prices still tend to show some 
weakness, the most recent open declines 
having been in black and galvanized 
sheets. On other products recent mini- 
mum figures are holding on the general 
run of small lot business, although buy- 
ing of considerable tonnages invariably 
brings out sharp concessions. Valley 


pig iron has eased off 50c. a ton, fol- 
lowing comparative price stability for 
more than a year, while scrap prices 


Expect Trade Improvement 
August—Sport Goods Active 


tend to be firm around the $15 level. 

The coal industry is very depressed, 
with output in West Virginia and 
Pennsylvania fields still tending down- 
ward. Industrial consumption is natur- 
ally very light, and shipments to lake 
ports for water movement have been 
restricted. Considerable labor trouble 
has developed in some districts, and 
general unrest continues. Prices have 
sunk below the cost level for many 
mines, and only those with the most 
modern equipment are able to mine at 
a profit. Production of coking coal is 
also light as activity in the Connells- 
ville region is negligible, and even the 
by-product ovens are having consider- 
able difficulty in disposing of their 
product. 

The glass business is reacting in the 
same way as the steel industry to de- 
pressed automobile production and low 
building operations. 

Unemployment is general, but the 
fortnight lay-offs which have been ob- 
served in many plants during the month 
were generally anticipated, and were 
more in the form of vacations than en- 
forced idleness. Collections continue 
very tight, with little relief promised 
for fall. 


Many Farmers Well Fixed 
Without Pressing Debts 


It is a mistake to assume that all farm- 
ers are hard up, and that every dollar 
available will be required for taxes, in- 
terest payments, etc. The Corn Belt 
Farm Dailies states in a recent bulletin, 
which continues in part: “Thousands of 
farmers are well fixed. They have no 
pressing debts. Their outlay under pres- 
ent conditions is low. And they are in 
position to take advantage of the most 
favorable commodity market that has 
existed in years. 

“Significant, from the point of view 
of the live stock farmer, is that with 
the restoration of better times both beef 
and pork producers are all set to reap a 
substantial and prompt benefit. In both 
of these commodities, as judged by the 
supply and demand of the past few years, 
we have a potential shortage. It would 
be an actual shortage if business condi- 
tions were better. On the basis of sup- 
ply, cattle should be higher, hogs should 
be higher, and both would be were de- 
mand somewhere near normal. With the 
restoration of confidence people will be- 
gin to feed themselves a little more lib- 
erally, will continue their present efforts 
to save on expenditures. It is thus prob- 
able that there is a place for more con- 
fidence in the future of both cattle and 
hogs than we find expressed in current 
operations.” 




















HARDWARE AGE for JULY 24, 


1930 





TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, MINN., July 22.—F rom information gathered from 


various sources, it would seem that retail sales showed a slight fall- | 
ing off in June from the previous month, but that, since the Fourth | 


of July there has been a gradual increase in the amount of trading 
being done. This was naturally reflected in the wholesale sales in 
hardware lines. During the first part of July jobbers’ sales seem to 
have shown an increase again over the June sales, in some instances. 

The extreme hot weather two weeks ago caused some crop dam- 
age to small grains in the Dakotas and western Minnesota, which 
will possibly decrease the yield of these crops for the year. Cooler 
weather at the present time is helping these crops. Altogether, the 
outlook is still favorable for a good crop, for the year, still further 
refuting the talk of depression for the Northwest territory tributary 
to the Twin Cities. 

Collections are holding at about the same level they have for sev- 
eral months, being classified as “fair” at the present time. 

Prices are holding steady, showing no changes this week from the 
previous quotations. 





Gradual Increase in Sales Reported 


Since July 4th—Crop Outlook Good 


NAILS. 
Standard wire nails and cement 
coated wire nails, $2.75 per 100-lb. 


keg base. 


POULTRY NETTING. 


Hexagon, 63% per cent from lists. 
PRUNERS. 

“Doo-Klip’’ pruners, $10.80 doz.; 

net. 
REGISTERS. 

Cast iron or wrought steel regis- 

ters, 40-10 per cent from lists. 
ROPE. 

Best grade manila rope, 21c. Ib.; 
second grade, 17¢c. Ib.; best grade 
sisal rope, l7c. Ib.; second Ri 
161%4c. Ib. 


| ROLLER SKATES. 


Tourist and outing trade still continues to be very attractive, al- | 


though fishing tackle is not moving so well as a few weeks ago; the 
summer lull in demand in this line has arrived, as, in the southern 
lakes in this district especially, the fishing is less productive of re- 
sults during the warmer weather. Camping supplies are going well. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. TWIN CITIES. 





AXES. |G ALVANIZED WARE. 

Single bit, base weight... unhandled Standard galv: etn ae. 10-qt., 
axes, $15.00 to $16.50; double bit., $2.70; 12-qt., $2.85; 14- $3.10; stock 
$20.00 to $21.50; single bit, handled, pails, 16-in., $4.70; as $5.50; 
$19.25; double bit, handled, $24.25 standard tubs, No. 1, $7.15; No. = 
doz., net. $8.00; No. 3, $9.35; ‘heavy, No. 

$13.20; No. 2, $14.40; No. 3, $15. 66 
BOLTS. doz. net. 


Carriage and machine bolts, 60-10 
per cent; stove bolts, 75-10 per cent, 
and lag screws, 60-10 per cent from 
standard lists. 


BRADS. 
Wire brads, in 25-lb. 
cent from lists. 


BUILDING PAPER. 
Red rosin sized building paper, 
$2.52, and tarred felt, $3.00 cwt., net. 


CHAIN. 
Log chain, coppered, 4 x 14, $1.56; 
5/16 x 14, $2.11; % x 14, $2.89; self 
colored, %4 x 14, $1.40; 5/16 x 15, $1.88; 
3% x 14, $2.54 each; proof coil chain, 
% in., $8.78; % in., $16.04; 14 in., 
$26.13; 5 in., $41. 82 per 100 ft. 


BUILDERS’ HARDWARE. 

Steel butts, 3% x 3%, old copper 
or dull brass finish, less than case 
lots, 16%4c. per pair; 4 x 4, old cop- 
per or dull brass finish, less than 
case lots, 22c. per pair. Heavy steel, 
bevel inside sets, $8.00 per doz. sets. 
Steel, bit-keyed front door sets, $1.20 
per set; wrought brass, bit-keyed 
front door sets, $2.40 per set; wrought 
brass, cylinder front door sets, $4.75 
per set. All lock sets quoted in old 
copper finish. 


box at 75 per 


EAVES TROUGH CONDUCTOR PIPE 


AND ELBOWS. 


Eaves trough, 28-ga., 3-in., slip 
joint, 5-in., in crates, $5.26; 6-in., 
$6.40; conductor pipe, an -in., in crates, 
not nested, $5.10; 4- $7.15 per 100 
ft.; elbows, 3-in., ik 73; 4-in., $2.88 
doz. net. 

FILES. 


First quality files, 50 per cent, and 


jobbers’ brands, 60-10 per cent from 
list. 








GLASS AND PUTTY. 
Single and double strength A grade 
glass Minnesota prices, 83 per cent 


from lists; strictly pure putty, in 50- 
Ib. steel drums, $5.35 cwt., net. 
GRASS SHEARS. 
“Doo-Klip’’ grass shears, $10.80 
doz.; ‘‘Doo-Klip’”’ long handle grass 
shears, $18.00 doz. net. 


ICE CREAM FREEZERS. 


Acme, 2-qt., galvanized, 75e.; 4-qt., 
$1.65; White Mountain, 4-qt., $4.13; 
8-qt., $6.75 each net. 

LANTERNS. 

Dietz D-Lite, No. 2, $13.00; No. 2, 
large fount, $14.25; No. 2, Blizzard, 
$13.00; large fount, $14.25; Wizard, 
Cold Blast, $8.50 doz., net. 

LAWN GOODS. 

Nelson’s Perfect Clinching hose 

couplings, $2.25 per doz.; Perfect 


Clinching hose menders, 90c. per doz. 


LAWN HOSE. 


Competition, %- in., 3-ply, 5%c.; 
Good Luck, 56 - in., 6- ply, 9c.; Bull 
Dog, 5s-in., 7-ply, 12%c.; Manhat- 
tan W hipeord Molded, §&-in., in 500- 
ft. bales, black, 7c.; red, Tipe. 9 
coupled in  50-ft. lengths, black, 
5g-in., $7.30; red, $7.80 per 100 ft., 


net. 


LAWN MOWERS. 


Philadelphia, Se A, 15-in., $18.00; 
17-in., $20.25; 19 in., $22.50; 21-in., 
$25.00 each, het. 

MILK CANS. 
wide neck, 8-gal., $2.50; 


os Wee 


10-gal., $2.70 each, net. 





web heel and 
per 


Union line, extension, 
toe straps, plain steel rolls, 
pair. 

Same 


doc. 


for boys, with self-contained 


ball bearing wheels, $1.45 pr. Same 
for girls, with self-contained ball 
bearing wheels, $1.45 pr. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1; Nos. 193 and 105, $1.40. 

SANDPAPER. 

Best grade sandpaper, No. 1, 93c. 
per box of 75 sheets; second grade, 
No. 1, 69c. pr box of 75 meets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 
best grade, 58c. lb. base; 


Sash cord, 
31c. lb.; third grade, 


second grade, 


25c. Ib. base; net and cast iron sash 
weights, $1.95 cwt., net. 
SCREWS. 


Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 42144 per cent; round 
head brass, 37% per cent from lists. 


SCREEN DOORS AND WINDOW. 
Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, Con- 


tinental, extensions, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $4.85 doz., 
net. 
SOLDER. 
Warranted half and half solder, 
22%c. lb., and strictly half and half 
solder, 2334c. lb., in 100-lb. boxes, net. 


STEEL SHEETS. 
Galvanized steel sheets, 24-ga. 
(base), $4.30; black steel sheets, 24- 
ga. (base), $3.70. Armco galvanized 


steel sheets, 24-ga. (base), $6.25 cwt., 
net. 
TIN. 

Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 8 Ib., 
coating, IC, $14.75 box, net. 

WHEELBARROWS. 
Hardwood stave trays, $34.20 doz.: 


selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 4% ft. ca- 
pacity, $7.20 each; Gopher garden, 
3.75 each; American garden, $6.25 
each, net. 

WIRE. 

Galvanized barbed cattle wire, 
per 80-rod spool; special galvanized 
barbed hog wire, $2.96 per 30-rod 
spool; No. 9 (base), smooth, galvan- 
ized wire, $3.35 cwt., o No. 9, 
smooth, black -wire, $2.9 


WIRE CLOTH. 
Black painted, 12 x 


x 
aluminum finish, 12 x 12 
per 100 sq. ft. net. 


e997 
de. 66 


$1.65; 
$1.85 


12 mesh, 
mesh, 
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Individual Orders Are Small, but Weekly Volume 
BOSTON $ Is Fair—Excessive Rains Retard Trade 


(Boston office of HARDWARE AGE) 

BosTON, July 22.—No very noticeable change is noted in either 
the retail or wholesale business of New England. Analysis of re- 
ports from retail dealers located in varying sections of these States 
shows that business is still very spotty. In many localities of Maine, 
New Hampshire and Vermont frequent rains have impeded farm 
work in general, but more particularly haying, and naturally hard- 
ware sales in these localities show a falling off. In certain parts 
of Massachusetts rain, hail and high winds practically ruined crops 
in some instances and others did a great deal of damage, with the re- 
sult there has been quite some repianting and increased hardware 
store sales. Connecticut dealers apparently are doing better than 
those in the other New England States, although in certain Massa- 
chusetts cities dealers are quite optimistic. The small Rhode Island 
dealer evidently is on the short end, presumably because he is so 
dependent upon mill town trade and Rhode Island cotton mill opera- 
tors are not buying very much that the hardware store stocks. 

Local jobbers tell the same story as heretofore. They are getting 


a lot of small orders each day, and superficial survey indicates that | 
weekly shipments are holding their own with or doing slightly bet- 


ter than a year ago. But everybody seems to feel that there is no 
real pep to business. Such sentiment may be based on tired return- 
ing vacationists, or rather jaded jobbing house officials who are 
about to depart on vacation. Some time back the Interstate Com- 
merce Commission put into effect new freight rates on steel mill 
products. These rates made quite a radical change in the cost of 
material laid down in Boston so far as bars and a lot of other 
products are concerned. Regardless of this laid down cost change, 
heavy hardware jobbers have not varied their price lists. Mention 


of these developments is simply made because of their unusualness. | 
Jobbers have reduced sheet zinc 14c. a pound and wash tubs 5 | 


per cent, and intimate that a reduction of 1c. a pound in cotton twine 
will shortly be announced. Manufacturers of bright wire and brass 
goods have readjusted their list prices as well as discounts, but the 
net result to the retail dealer is unimportant. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


BOATS (TOY). | DRYERS. 

Mechanical.— Tom Thumb line, Clothes.—Standard make, No. 12, 
Speedster, No. 54, $4 per doz. net; $6.75 each net; Acme, No. 3, steel 
— No. 55, $8; Freight, No. 257, post, $7.25; No. 4, wood post, $4.75. 
8; Tugboat, Columbia, $8; Speed. . 

Flying Yankee, No. 65, $30; No. 68, FISHING TACKLE. 
$48; No. 73, $80. Rods.—Winchester split bamboo 

Sailing.—Seaworthy, No. 121, $2; fly, No. 6080, 8% ft., $11.67 each net; 
No. 126, $4; No. 123, $4; No. 125, $8; No. 6085, 9 ft., $11.67; No. 6090, 9% 
No. 137, $12; No. 142, $16; No. 0137, ft., $11.67; No. 6134, 8 ft., $20; No. 
$16; No. 146, $20; No. 149, $24; No. 6135, 8% ft., $20; No. 6140, 9 ft., $20; 
0149, $28; No. 151, $32; No. 162, $40; No. 6145, 91% ft., $20; No. 6149, 8 ft., 
No. 16 , $60; No. 66, $80; No. 167, $120. tg _ B10, 8% ee No. 

= 6155, ik. .83; No. , 9% ft., 
BUILDERS HARDWARE. $23.33; No. 6151, 8% ft., $23.33; No. 

Inside Door Sets. — Competitive 6156, 9 ft., $23. 33; No. 6161, 9% ft., 
lines, $4.75 a doz., net; in lots of $23.33. 
five dozen of one finish, $4.50 a doz.; Rods.—Winchester steel fly, No. 
regular lines from $5.75 to $19 a doz., 5120, 8 ft., $1.15 each net; No. 5125, 
net. Front door sets, regular lines 8% ft., $1.15; No. 5130, 9 ft., $1.15; 
from $1.25 to $5 each, net. Vestibule, No. 5025, 8 ft., $1.73; No. 5030, 8% ft. " 
regular lines from $1.10 to $4.50 each, $1.73; No. 5035, 9 ft., $1.73; No. 5040, 
net. 9% ft., $1.73. | Special en weight 

trout, No. 5100, 7 ft., .67. Salt 
CAMP GOODS. water, No. 5601, 6% ft., $4.21; No. 

Knives.—With sheath, No. RH4, 5602, 7% ft., $4.21. 
$8 a doz. net; Estwing, No. E600; Boy Rods.—Winchester i. bait cast- 
Scout, No. 60, $1.34 each net; Girl ings, Nos. 5420 to 5440, 4 ft. to 6 ft., 
Scout, $1.34. $1.13 each net; Nos. 5535 to 5555, 3 ft. 

Compasses.—No. 182, 84c. each net; to 5% ft., $1.40; Nos. 5560 to 5579, 4 
brass guide, No. 18368, 1% in., $14 a ft. to 6 ft., $1.59: pes. 5580 to 5595, 
doz. net; No. 1770, 1% in., $2; jeweled, 4 ft. to 54 ft., $3.4 
$1.35 each net. Rod Accessories. _. Sauna line, 

Axes.—Safety, $2.17 each net; No. No. 5995, reversible handle, 67c. each 
6, $1.50; No. 9, $1. net; No. 5996, 60c. Double handle, 

Stoves. —Standard makes, $6.25 to No. 5997, 87c.; No. 5998, 67c. Reducer, 
$8.50 each net. No. 9420, $1. 13 doz. Emergency top, 

Pedometers. — One hundred miles No. 9422, 80c. each. 
capacity, $1.65 each net. Reels.—Winchester level winding, 

Watches.—Stop, $1.75 each net. 100 yd. capacity, No. 4339, $21 a doz. 





| 








net; No. 4340, $28; No. 4345, $68. 
Double action, 60 yd. capacity, No. 
2210, $5.91 a doz.; No. 2226, $7.47; No. 
2216, $7.47; No. 2206, $7.47; ie 2142, 
40 yd. capacity, $9.38; No. 2242, 60 
yd. capacity, $10; No. 2342, 80 yd. 
capacity, $11; No. 2442, 100 yd. ca- 
pacity, 4 No. 2292, 80 yd. capacity, 
gies 33; No. 2392, 100 yd. capacity, 
1 


HAMMOCKS. 

Couch Styles.—Khaki colored drill, 
$8 each net; drill with adjustable 
back, $12.50; khaki duck, adjustable 
back, box mattress, $13. 50; striped 
duck, head rest, “adjustable back, box 
mattress, $18; striped duck, head 
rest, adjustable back, boxed mat- 
tress, broad arm rest, $20; glider 
types, striped duck, mattress, adjust- 
able back and head rest, $30; striped 
drill, without head rest, suspended 
from steel ggg cig | stand, $18. 

Canopy. -% K7, $6 each, khaki, 
No. K2, $4.3 

Stands. alte. 63A, $3 each net. 


HEELS. 

Heels.~Rubber, Auburn Two-Life, 
mens’, black or tan, sizes 7 to 13, in- 
clusive, $1.60 a doz. pair net; wom- 
en’s, sizes 00 to 7, inclusive, $1.10. 
Both packed one pair to box with 
nails. 


INSECTICIDES. 

Bug Death.—In 1 lb. containers, 
$1.64 a doz. net; in 5 lb. containers, 
$6.63; in 124%-1b. containers, $15.75; 
in 100 lb. containers, $8.88 each. 

Pyrox.—One Ib. jars, in 100 lb. lots, 
$7.80 per 100 1b.; in lots = less than 
100 lb., $8.04; in 5 lb. drums, large 
lots, $15, small lots, $15.60; in 10 Ib. 
drums, large lots, $13. 50, small lots, 
$14.50; in 25 lb. drums, large lots, 
$20.50; small lots, $21.20; in 50 Ib. 
drums, large lots, $8.75 a keg, small 
lots, $9.25; in 100 lb. drums, $12.50. 
Foregoing prices are for not less than 
crate lots. Less than crate lots; 1 lb. 
jars, 33144c. each; 5 lb. drums, $1.30; 
10 lb. drums, $2.35; 25 lb. drums, 
$5.30. 

Insecticides.—Powdered white hel- 
lebore, in ™4 lb. containers, 48c. per 
lb. net; % lb. containers, 35c. per lb.; 
1 lb. containers, 27c. Bug death, in 
1 lb. containers, $1.44 per doz. net; 
in 3 lb. containers, $3.75; in 5 Ib. con- 
tainers, $5.62; in 12% lb. containers, 
$13.50; in 100 Ib. containers, $7.50 
each. Black Flag, liquid, half pints, 
35c. each; pints, 60c.; in powdered 
form, gun, 10c., small, 15c., medium, 
40c. In-A-Minute, small, $3 per doz. 
net. 


MOTH EXTERMINATORS. 

Moth Exterminators.—Expello, first 
size, $8 a doz. net; second size, $8; 
third size, $4. One free can with 
every dozen. Parafume, 48 cakes in 
carton, $2.90 a carton net. 


PARERS. 
Apple.—Rocking Table, $11.50 per 
doz. net; Little Star, $9. 


SHEET ZINC. 

Standard Brand.—In 300 lb. casks, 
$10.50 per cwt. net; in 200 lb. casks, 
$10.60; in 100 lb. casks, $10.70; in 
less than cask lots, $13.75. 


SPRAYS (FLY). 


Sprays.—Fly, Flit, in % pints, $4 a 
doz. net; in pints, $6, in quarts, $10, 
in gallons, $33. O’Cedar in ¥% pints, 
$4 a doz. net; in pints, $6, in quarts, 
$10, in gallons, ‘ 

Sprayers.—Flit, hand, $2.80 a doz. 
net; continuous, $7.20. O’Cedar, $2.80. 


SWATTERS. 
Fly.—Velvet, $7.50 per gross net; 
Orile, $7.50; Fyber, 75c. a doz. 


WASH TUBS. 
Standard Brands.—No. 200, $14.50 
a doz. net; No. 300, $16.50; No. A, 
$4.10; No. 0, $5.35; No. 1, $6.65; No 
2, $7.50; No. 3, $8.75. 
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KANSAS CITY: 


KANSAS CIty, July 22.—With Old Sol doing his duty by the Mid- | 
dle West and sending the mercury up to some of the highest levels 
in years, the public eagerly searches for relief, and as a consequence 
electric fans and automobile tires are having an almost unprece- 
dented demand—fans to keep one cool at home and office and tires 
that the old bus can carry one far and away from the heat of the 
Both of these lines had, up to a week or ten days ago, been 
unwontedly slow. However, so heavy are the demands now that 
orders are piling up rapidly at the hardware houses and quite a 


town. 


shortage of fans is reported. 


Radios are moving nicely, particularly some of the newer makes 
recently taken on by the jobbing houses. 
considerable popularity is that of electric refrigerators. 
“frozen desert” attachments is probably to be found the reason for 


(Kansas City office of HARDWARE AGE) 


the inactivity when it comes to ice cream freezers. 


Sporting goods continues to be one of the headliners—summer 
sports, that is, as movement of fall hunting equipment is not yet 
underway. Golf enthusiasm, both miniature and custom course 
varieties, is ever evident with the attendant demand for balls and 


clubs, especially putters. 


Collections are a bit slow at the present. 
the jobbers to the fact that the farmers are holding their wheat in 
the hope of better prices and as a consequence lack ready money to 
pay the dealers, who are in turn forced to be slow in paying the 
This condition, however, is not serious. 

Business, as a whole, is good. As compared to last year the vol- 
ume may not look so remarkable, but last year it must be remem- 
bered was an unusually heavy one for the industry. This year’s 


jobbers. 


business compares very favorably with the five-year average. 


The last two or three weeks have witnessed a noticeable pick-up 
The most gratifying feature is the 
fact that business, while not phenomenal along any one line, is un- 
doubtedly “steady” and all lines are showing decided improvement. 
Such a condition is expected to continue from now on right up into 


in general and seasonal lines. 


the fall season. 


No price changes of any consequence are reported. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. KANSAS CITY. 


BARBED WIRE. 


Galvanized barbed wire, hog or 
cattle, catch weights, $3.70 per hun- 
dred; 80-rod gaivanized, hor, $3.20 
per spool; 80-rod galvanized, cattle, 
$3.00 ner spool; 80-rod painted, hog, 
$3.00 per spool; 80-rod painted, cat- 
tle, $2.80 per spool. Plain, annealed 
wire, No. 9, $3.20 per hundred; No. 9 
galvanized, $3.65 per hundred. 


BUILDING PAPER AND FELTS. 
Red-rosin-sized building paper, No. 
30, 75c. per roll. Slater’s felt, 84c. 
per roll. Asbestos paper, $6.00 per 
100 lb. Tarred felt, $2.66 per 100 lb. 
geen 4 paper, $2.10 per roll of 
sq. ft. 


BOAT OARS. 
Plain ash, straight handle, in from 
6 ft. to 8% ft. lengths, 20c. per ft. 
Oar locks, malleable galvanized iron, 
29c. per pair. 


BICYCLE TIRES. 


U. S. Overland thornproof, black 
side walls with red tread, 28 in. x 
1% in., $2.50 per pair. 


CAMPING EQUIPMENT. 


Gold Medal No. 80 camp cot, $6.20; 
No. 50, $4.85. ‘“‘Badger’’ camp stool, 
40c. “Badger” folding table, hard- 





wood top and legs, No. 208, $2.50. 
Coleman No. 9D camp stove, $6.25; 
No. 2D, $8.50. 
CROQUET SETS. 
Four-ball maple, No. 05, $1.25; 


eight-ball sets, $1.85; No. 9 eight-ball 
fancy painted, $3.30; No. 6 four-ball 
fancy painted, $2.15. 


ELECTRIC FANS. 

Ten-inch oscillating, high grade 
fan single speed, $11.55 each. Same 
in 9-in., $8.75. No. B67 stationary, 8 
in., $3.20; No. B62, 9 in., $3.70; No. 
B64, 10 in., $7.00. 


FISHING TACKLE. 

Rods, split bamboo, fly rods, No. 
9714, $5.60 each; No. 3097, $3.95 each; 
No. BBC46GG steel bait casting rod, 
$1.49 each. Best quality No. 275, cork 
grip, agate guides, in from 5 to 5% 
ft. lengths, $7.35 each. 

No. 1000 good quality, level wind- 
ing, anti-backlash reel, $5.65 each; 
No. 1893 level winding, $3.35; No. 12 
level winding, anti-backlash, $13.35; 
No. 100 level winding, $3.35; ‘No. 223. 
$1.85. Enameled silk line, 100 yards, 
23-lb. test, $2.65; 16-lb. test half cast- 
ing line, 100 yd., $2.15. 


GARAGE HARDWARE AND LOCKS. 


No.1776%J garage door set for 


Another line experiencing 
In their | 


This is attributed by 


} 
| 
| 
| 
| 
| 





Sport Goods Continue Active 
Local Business Reported Good 


hinged doors, $2.25 per set. No. 
T25058 sliding garage door set, $4.50. 

Wide bevel lock set, $4.25 per doz.; 
lock sets with glass knobs, $7.00 per 
doz.; No. 165 3-in. wrought steel 
butts, 30c. per pair. 


GOLF BALLS. 


Eagle, both 1 62/100 in. and 1 68/100 
in., $6.00 per dozen. Paramount, 
same sizes, $4.00. . 


ICE CREAM FREEZERS. 


All metal, No. F2A, 2 qt., $9.50 per 
doz.; all metal automatic freezing, 
2 qt., $2.70 each; wood pail, 2 at., 


frame, wood pail, 
4 qt., $3.35 each; 
Three-motion, steel 
4 qt., $4.10 each; 


$1.40 each; steel 
3 qt., $2.75 each; 
6 qt., $4.25 each. 
frame, wood pail, 
6 qt., $5.16 each. 


PAINT. 
Pure outside white lead and zine, 
$3.00 per gal.; colors, $2.80 per gal. 


PAINT BRUSHES. 

Selected black Chinese _ stucco, 
length out 45%-in., No. 30, $25.00 per 
doz.; No. 35, $34.45. Selected black 
Chinese wall brush, all rubberset; 
3 in., 2% in. out, $13.50; 3% in., 4 in. 

out, $17.05; 4 in., 4 in. out, $24.55; 
4%4-in., 4% in. out, $30.70; 5 in., 
11%, in. out, $33.75. Dutch kalsomine, 
No. 40, 4% in. out, selected Russia 
bristle, $42.75 per doz.; No. 50, 4% 
in. out, $51.25 per doz. Black Chinese 
bristle oval varnish, No. 4/0, $10.60 
per doz.; No. 6/0, $13.30 per doz.; 
No. 8/0, $14.25 per doz. Flat varnish, 


1 in., $2.80; 114 in., $3.85; 2 in., $5.75; 
2% in., $7.90; 3 in., $10.15. 
ROOFING. 


Roofing pitch, $28.40 per ton; roof- 
ing asphalt, $29.00 per ton. Asbestos 
liquid roof coating, 50-gal. steel drum, 
43ce. per gal.; 30-gal. steel drum, 45c. 
per gal.; 5-gal. steel pails, 53c. per 
gal. One-gallon cans, 6 to the case, 
$4.10 per case. 

Plastic roof — drum, 


c ement, steel 


480 lb. gross, 54c. per Ib.; % steel 
drum, approximately 290 Ib., 5%e. 
per lb.; 100 Ib., 63gc. per 1b.; 25-Ib. 
steel pails, 7%c. per Ib. 

ROPE. 


Manila rope from 17 to 21 cents a 
pound depending on quality. 


SCREEN DOOR HARDWARE. 


Black japanned screen door hinges, 
$1.20 per dozen pairs; spring hinge 
sets, black japanned, $2.00 per dozen 
sets; No. 7565 steel screen door 
catches, $4.65 per dozen; No. 575 
bronze, old copper finish, $12.25 per 
dozen. 


THERMIC JUGS 


One-gallon thermic jug, No. 303, 
$1.20. 


$5.00. No. 123, 


TIRES. 
Mansfield 


automobile, covered by 






standard warranty, 30 x 3%, oversize 
heavy duty cord, s.s., cl., $5.12; 31 x 
4, $9. 32 , $10.06; 33 x 4, $10.59 
32 x 33 x 414, $14.18; 33 x 
5, $21.15; 29 x es 40, regular, 
$6.48; 30 x 4.50, $7.22: 30 x 5. 35, $11.90; 
31 x 5.25, $12.25; 31x 6.00, $16.5 55; 33 
x 6.00, age Ny ks, 32 x 41%, 8 ply, 
$15.79; 33 x $16. 34; 30 x 5, $20.12; 
32 x 6, oe ae 36 x 6, 10 ply, $36.70; 
34 x 7, $47.37; 40 x 8, 12 ply, $72.14. 

(All foregoing prices subject to 10 


per cent trade discount.) 


| VACUUM BOTTLES. 


Universal No. 420, 1- pt, 70c.; No. 
780, 1-qt., $1.30; No. eae 1-pt., 
$1.3314; No. 512, 1-qt., $2.0 


WATER COOLERS. 


Stand model, No. 500 in mahogany, 


art green, or white, to hold 5-gal. 
bottle, $12.00 each. Galvanized iron 
lined, without stand, 3 gal., $2.25 
each; 4 gal., $2.60 each; 6 gal., $3.35 
each, 
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Outstanding Activity Is in 
* Sport Goods—Wire Declines 10c. 


(Cleveland office of HARDWARE AGE) | LAWN GOODS. 
_. j ; ia 7 L. R. Nelson Mfg. Co., Perfect 
_ CLEVELAND, July 22.—Hardware business is dull, but this is the (inne Raen’ temiien Nae ae 
time of the usual seasonal lull and a better volume of sales could Sock Chachior Eee ae ik eee 
hardly be expected. With orders light during the spring months dos. Rainbow nozzles, a doz. ; 
° . ° ° ° Sp <lers, a > - o> 
there has been little further recession in business this month. Or- Crown, $5.75 per doz.; Crest, $5.69 per 

ders are small and mostly for seasonal and staple merchandise. Re- nk 
tailers, as a rule, are not showing an interest in forward buying of | NAILS AND WIRE. d 
~ ° ° ‘ ° Factory shipment, car lots, $2.25 
winter merchandise with the exception of sleds which have been per keg; less than car lots, $2.39, per 
° keg for factory shipment an 3 

selling freely. a cane for ak cent. Other 
products for stock shipment, No. 9 


The most outstanding activity is in sporting goods. Golf and galvanized wire, $2.95 per 100 Ib.; No. 
tennis goods and fishing tackle are all in good demand. Miniature polished fenoy, atten, nab per 168 


lb.; galvanized fence staples, $3.05 
per 100 Ib.; coated nails, $2.40 per 


golf courses that have sprung up everywhere have created a tre- 
mendous demand for golf clubs and balls and a scarcity of cheap 100 Ib. ; 
Barbed wire, Lyman 4 point, cattle 
putters has developed. Demand for garden hose, nozzles and wire, $2.80 per 80-rod spool, hog wire, 
° ‘ $2.12 per 80-rod spool. 
sprinklers is also very heavy because of the drought that has spread ; 


over the country and jobbers have had to replenish their stocks of | NIGHT LATCHES. : 
No. 26, 60c. each; No. 20, 70c. each; 


lawn goods by express shipment orders. No. 33, $1 each; No. 36, $1.10 each; 
* ; ° ° ° No. 042, $1.50 each; No. 42, $1.65 
The most important price change is the reduction of 10c. per keg each; No. 040, $1.30 each. 


on wire for stock shipment. Nails for factory shipment have been re- | poULTRY NETTING. 
duced 5c. per keg. These reductions follow the recent decline in Galvanized after weaving, 60 per 
cent off list;-galvanized before weav- 


mill prices. Cotton mops have declined about 5 per cent and tur- ing, 60 and 10 per cent off list. 


pentine 3c. per gallon. PAINTS AND VARNISHES. 


Collections generally are fair, although they are slow in spots. Mixed paints, first quality, $2.90 to 
$3 per gal. for colors, and $3.05 to 


$3.10 for white. 





PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CLEVELAND. 


BOLTS AND NUTS 
Carriage and machine bolts and lag 
screws, cut thread, 60 and 10 per cent 
off list; % x 6 in. and smaller bolts 
with rolled thread an extra 10 per 
cent discount. 


BINDER TWINE. 
Best grade, $6.114% per bale: second 
grade, $5.73% per bale; car lots 12%c. 
lower per bale. 


BUILDERS’ HARDWARE. 


In case lots, lock sets, $5 per doz. ; 
heavy strap hinges, 6 in., $1.55 per 
doz.; 8 in., $2.40 per doz.; extra heavy 
T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per doz.; 10 in., $4.25 per doz. 
Butts, case lots, 3 in. and 3% in., 
16c. per pair; 4 in., 21c. per pair; 
for less than case lots, all sizes are 
2c. per pair higher. Butts with sand 
blasted finish are 4c. per pair higher. 
Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish $1.15 per doz. 


COOKERS. 


No. 20 Conservo, $8 each. 


FENCE, LAWN. 


Ornamental, style F, 36-in., 22c. per 
ft.; 42-in., 24c. per ft.; 48-in., 28c. per 
ft.; style L, 36-in., 16c. per ft.; 42- 
in. 18¢. per ft.; 48 in., 20c. per ft. 
Dealers’ discount, 60 per cent. 


GALVANIZED WARE. 

Pails, competitive line, 10-qt., $2.25 
per doz.; 12-qt., $2.50 per doz.; 14 qt., 
$2.65 per doz.; 16-qt., $3.25 per doz. 

Tubs, 10-gal., $6.15 per doz.; 14-gal., 
$6.95 per doz.; 17-gal., $8 per doz. 

Garbage cans, 4%-gal., $7.10 per 
doz.; 6%4-gal., $8.30 per doz.; 914-gal., 
$8.60 per doz.; 1044-gal., $9.80 per doz. 

Watering pots, best quality, 4-qt., 
$5.75 per doz.; 6-qt., $6.75 per doz.; 
8-qt., $7.20 per doz.; 10-qt., $8.25 per 
doz.; 12-qt., $9.75 per doz.; 16-qt., 
$12.25 per doz. 








| GARDEN HOSE. 


Black, double braid, molded % in. 
in bales, 7%c. per Ib.; same % in., 
84%4c. per Ib. Red, ‘double braid, 
molded in bales, % in., 7%c. per 1b 
% in., 8%c. per Ib.; 56-ft. sections, 
coupled, 4c. per lb. higher for both 
grades and sizes. 


GARDEN PLOWS. 

Forest City, $2.75 each; G2 Ameri- 
can Gardiner. $4.50 each; Easy Gar- 
den Raiser No. 8%, $5.80 each; No. 
10%, $6.10 each. 


GRASS CATCHERS. 
Perfection, 12 x 16 in., $8 per doz.; 
16 x 20 in., $9 per doz.; Easy-Empty- 
ing, 12 x 18 in., $10.75 per doz.; 16 x 
22 in., $13.50 per doz. 


GRASS HOOKS. 

No. 10 Clearcut, $5.25 per doz.; 
Forest City, $3.60 per doz.; Little 
Giant, $3.25 per doz.; Komet, $2.40 
per doz.; Atkins, Perfection, $4.75 per 
doz. 


GRASS AND PRUNING SHEARS. 
Goodwin grass shears, No. 10, $13.80 
per doz.; No. 20, $10 per doz.; Clear- 
cut, No. 800, $6 per doz.; No. 1000, $10 
per doz.; Wise, No. 600, $12 per doz. 
Doo-Klip grass shears, $10.80 per 
doz.; Doo-Klip long handled grass 
shears, $18 per doz. 

Pruning Shears.—Clearcut, No. 
1104, $11.50 per doz.; Pexto, No. 60, 
$8 per doz.; No. 5, $3.50 per doz.; 
No. 505, $7. 25 per doz.; Doo-Klip 
pruners, $10.80 per doz. 


GRASS SEED. 
Excelsior, 3lc. per lb.; Pan Ameri- 
can, — per lb.; Shady spot 36c. 
per Ib. 


LANTERNS. 

Deitz line, Victor, $8 per doz.; 
Ruby globe, $9.75 per doz.; Blizzard, 
$13 per doz.; D-Lite, $13 per doz.; 
Little Wizard, $8.50 per doz.; Little 
Giant, $11 per doz. 


4 








Turpentine in drums, 46%c. per 
gal.; in 5-gal. lots, 6414c. per gal. 

Linseed oil in drums, $1.13% per 
gal.; in 5-gal. lots, $1.311%4 per gal. 

White lead in 100 lb. kegs, 13%c. 
per lb.; in 50 and 25 Ib. kegs, l4c. 
per lb.; in 12% Ib. kegs, 14%4c. per Ib. 

Quantity discount, 500 Ib. to 1 ton, 
10 per cent. One ton or more, 10 per 
cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 
per qt. 


ROPE. 


First grade manila, factory ship- 


ment, 19%c. per lb.; stock ship- 
ment, 20c. per Ib. Sisal rope, factory 
shipment, 16c. per Ilb.; stock ship- 


ment, 16%4c. per’ Ib. 


RUBBISH BURNERS. 
Canco No. 51, $4.20 each; No. 81, 
$5.35 each; Cyclone Catchall, $21 per 
doz. 


SCREEN DOORS. 
No. 288, 2.6 x 6.6, $19.25 per doz.; 
2.6 x 6.8, $20 per doz.; 2.8 x 6.8, $20 
per doz.; 2.8 x 7, $20.75 per doz.; 
2.10 x 6.10, $21.25 per doz.; 3 x 7, 
$22 per doz. 


PANEL DOORS. 
With galvanized wire, No. 815, 2.8 
x 6.8, $29.75 per doz.; 2.8 x 7, $31.50 
per doz.; 2.10 x 6.10, $32.40 per 9H 
3 x 6.8, $32.75 per doz.; 3 x 7, $33. 
per doz. 


PREPARED ROOFING. 

Common grade, light, 82c. per sq.; 
medium, $1 per sq.; heavy, $1.18 per 
sq.; better grade light, $1.03 per sq.; 
medium, $1.32 per sq., heavy, $1.55 
per sq. 

Slate surface roofing, $1.77 per sq. 


SHEATHING PAPER. 
A grade, 85c. per roll; B, 60c. per 
roll; C, 45c. per roll. 


WINDOW SCREENS. 
Wood, oe, 10 x 30, $2.95 per 
doz. ; 15 x 3, $3.40 per doz.; 18 x 33, 
oy 15 per Ing ; 24 x 33, $4.45 per doz.; 
24 x 87, $4.70 per doz.; 28 x 33, $5.25 
per doz.; 28 x 37, $5.60 per doz. 
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New Catalogs and Dealer Helps 


Available From Manufacturers 


Fourteenth Annual Edition 
NELA Rate Book 


The fourteenth annual edition of the 
NELA Rate Book will soon be available 
for distribution. It will publish, in uni- 
form schedules, the residential, commer- 
cial and power rates effective as of Jan. 
1, 1930, in cities in United States of 
20,000 or over, as well as those of a 
number of large cities in Canada. Fol- 
lowing its publication a supplementary 
summary will be issued to subscribers, 
showing rate changes made between Jan. 
1 and date of supplement. Further sup- 
plements will also be issued. Only suffi- 
cient copies will be printed to take care 
of orders received up to the time of 
printing. Subscription to members of 
NELA is $10.00; $25.00 to non-members. 
National Electric Light Association, 420 
Lexington Ave., New York City, pub- 
lishes the book. 


Dictionary of Color 
Written by Maerz and Paul 


M. Rea Paul, consulting colorist, Re- 
search Laboratories, National Lead Co., 
New York City, and A. Maerz, director, 
American Color Research Laboratory, 
have written a Dictionary of Color. It 
is intended to standardize the use of 
color and color terminology, showing 
more than 7000 colors grouped in eight 
main divisions of the spectrum, including 


the purples. Type changes indicate va- 
rious classes of names—standard, sea- 
sonal, obsolete and in different industries 
and sciences. Dictionary makes it easy 
to find a named color that is different 
in a required way from another color. 
It also makes it easy to choose a new 
unnamed color for a given purpose in 
textile or paint industries. McGraw-Hill 
Book Co., Inc., 370 Seventh Ave., New 
York City, publishes this book of 207 
pages, 56 pages of colors, all charted. 
Price is $12.00 per copy. 


Craftsman Dog Goods Catalog 
Shows an Attractive Line 


A very attractive 64-page illustrated 
booklet has been issued recently by 
Craftsman Leather Specialty Co., 29 S. 
Jefferson St., Dayton, Ohio. It is No. 
3-30, showing dog goods and other leather 
specialties made and imported by this con- 
cern. In addition to complete descrip- 
tions of the items shown, prices to dealer 
are given. Policies of the company are 
explained. Methods of ordering prod- 
ucts from the concern are suggested and 
explained. On the rear page is given 
advice to the buyer as to pricing and 
stocking these items to the greatest ad- 
vantage. It points out that number, size 
and brand is stamped on all pieces of 
merchandise made by the company. 


F. W. Wakefield Brass Co.’s 
Interesting Sales Bulletin 


The “Red Spot” Habit, a modernly 
written bulletin of “simplified lighting 
practice for practical salesfellows,” is 
published by the F. W. Wakefield Brass 
Co., Vermilion, Ohio. It shows instal- 
lations of Wakefield modernistic units, 
in the June 10 issue, and tells of the 
sales increases achieved by installation 
of good lighting equipment, in various 
stores and business institutions. Meth- 
ods of increasing sales of this concern’s 
new units are explained. 





Dixon Issues Booklet, 
“Master Specifications” 


“Master Specifications” is the name 
of a booklet issued by Joseph Dixon Cru- 
cible Co., Jersey City, N. J. It is the 
result of an effort to bring the architect, 
engineer and maintenance man _ concise 
and reliable information on the subject 
of iron and steel paint protection. The 
booklet submits pertinent facts gathered 
in the century-old career of the organiza- 
tion, concerning flake — silica-graphite 
paint. It is designed to simplify the 
problems of paint selection and to assist 
the specification writer in a dependable 
way. Some of the important jobs on 
which this paint was used are shown in 
this valuable booklet, which is available 
upon application. 





Domestic Commerce Division Makes Study of Retail Paint Store 


(Continued from page 40) 





“Even worse,” Mr. Meserole stated, “they tie up some 
of the best selling space and generally shut off whole 
sections of wall space. Six or 8 feet of show case in the 
average paint store is about all that is needed.” 

Another important point was said to be the fact that 
everything in the store is today placed at moderate 
height. This is to permit everything to be in sight. 
Standing at the entrance it should be possible to see 
everything in the store. Displays, Mr. Meserole said, 
must not be built too high. The ideal arrangement was 
said to be to surround the customer with merchandise. 
Only attractive stores, according to Mr. Meserole, draw 
the shopper. 

The center entrance was said to be considered the 
most desirable if it is possible. The side entrance, even 


on a corner lot, was said to be generally objectionable 
because it leaves an awkward big window that is very 


difficult to decorate and brings customers into a store in 
such a way that it is hard to get the kind of traffic circula- 
tion desired. Doors, it was stated, should be wide, 3% 
feet at least, with 4 feet even better, and if there is a 
slight lobby outside, people can step in from a busy 
street. 

“Windows should have low backgrounds,” said Mr. 
Meserole. “It is best to build the background so that 
people can look into the store. Forty inches is a good 
height. It is also desirable to have the store on a street 
level. This will prevent obstruction to easy access. Too 
much emphasis cannot be placed upon the importance of 
utilizing every device which will encourage or increase 
sales. The general principles of retailing are the same, 
regardless of line and generally speaking, what is good 
practice in groceries can be adapted in paints or hard- 
ware or whatever it is you sell.” 
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1929 Per Capita Income In The United 
States, By States 


The accompanying chart gives a 
graphic presentation of the average 
per capita income of the several 
states in this country. It is repro- 


duced through the courtesy of the 


source indicated. The states are ar- 
ranged in descending order of per 
capita income, with New York at 
the head of the list with a figure of 
$1,271 for the average per capita in- 
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come in 1929, followed by California 
with $1,239. The vertical line at the 
point on the scale represented by 
$765 represents the per capita in- 
come for the United States taken as 
a whole, the state of Delaware com- 
ing the closest of any to equalling 
this average. 

Mississippi has the somewhat 
doubtful distinction of reporting the 
smallest per capita income of any of 
the states -with a figure of $286. 
This chart, prepared by our Research 
Department, is based on statistics 
collected by the Alexander Hamil- 
ton Institute for 1929 Incomes. 


Signs of Industrial Recovery 
Seen by Iron and Steel Trade 


NDUSTRIAL activity, influenced both 

by business depression and by seasonal 
reaction, is at a low ebb, but the iron and 
steel trade, always highly sensitive to 
change, sees signs of recovery. Automo- 
bile makers, as well as other important 
manufacturers, have shut down for a 
fortnight or more. Yet most of these 
suspensions are taking place this month, 
and resumptidns in August will of neces- 
sity result in renewed requirements in 
materials. 

Even now the mills are commencing 
to feel the effect of this rebound in de- 
mand. The Ford Motor Co., which has 
shut down until July 28, has placed orders 
for a considerable tonnage of sheets, en- 
abling certain producers to increase op- 
erations. The Ford schedule for the first 
ten days of August is 6500 cars daily, 
compared with a recent output of 8300 
cars. 

Other straws pointiug to improvement 
in business are found in the scrap and 
pig iron markets. While there continue 
to be scattered declines in old material 
prices, with heavy melting grade down 
25c. a ton at Cleveland, the situation as a 
whole shows that lack of definite trend 
which frequently precedes a turn. It is 
possibly significant that a purchase of 
30,000 tons of heavy melting grade at 
Pittsburgh failed to bring out a further 
break in prices and that scrap brokers, 
notably in the Chicago district, are begin- 
ning to accumulate material in anticipa- 
tion of a higher market. 

Activity in pig iron centers in Chicago, 
where sales are the largest in three 
months. Evidently convinced that prices 
are scraping bottom, Western tonnage 
buyers have covered their requirements 
for the third quarter and, in some in- 
stances, for the entire last half. Demand 
remains light in other markets, particu- 
larly where price readjustment is still un- 
der way. Eastern Pennsylvania foundry 
iron is off 50c. a ton at Philadelphia and 
the Alabama product has declined an equal 
amount for delivery in the St. Louis and 
Cincinnati districts. 

The transitional character of business 


(Continued on page 60) 
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WEEKLY LETTER 


THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 











Let popularity and suecess 
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The shells that win at the traps are And the Remington 100 Straight Club 
the shells that win in the field. You in which all trapshooters are interested 
may or may not do a good business in __ is going over bigger than ever. To attain 
Remington Trap Loads and Shur Shot membership in this club the shooter 
Target Loads—that just depends upon must break 100 or more straight in a 
whether there is much trapshooting in regular shoot with Remington Shells. 


your neighborhood. But the clean-up Already there are over one hundred 
these shells are making in all the im- members—more than there were in all 


portant tournaments will send hunters of 1929. 

to you this fall demanding Remington You can have no better guide to buy- 
Nitro Express Loads, Remington Game ing for your fall requirements. Game 
Loads and Shur Shot Shells. Loads and Shur Shot will have the call. 


Up to July 15th, Remington Shells Order from your jobber now. 


had won the Amateur Singles Champion- 

ships in Idaho, Illinois, Kansas, Michi- Qf PCNA BLL 
gan, Minnesota, Missouri, New Hamp- Ms 
shire, North Carolina, Oregon, South President 


Dakota and Wyoming. We can’t list 











pt “+ — sig = iene. Coming Soon—The Remington Standard 
’ Ips have been won this year by hem- American Dollar Pocket Knife 
ington Trap or Shur Shot Target Loads. 





REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
© 1930 R. A. Co. 
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Business Recovery Is Not Far Off 
(Continued from page 25) 
construction lagging far behind. 
Car loadings continue to run very 
low. The Regional Advisory boards 
forecast a freight car demand for 
the third quarter 6.5 per cent below 
last year. This compares with an 
actual falling off of 9.3 per cent for 
the first half of the year. This com- 
parison is slightly less favorable 
than it appears at first glance, be- 
cause in the third quarter figures 
comparison is made with a 1929 
record that itself reflected some 

slackening of business activity. 
Low Rate-Materials Prices No Bar 
to Recovery 
Of the items listed as significant 


of such basic materials as sugar, 


rubber, coffee, silver and wool are 
fundamentally favorable. Tempo- 
rarily they are a disturbing element 
because they do lead to some cur- 
tailment of our exports. But basi- 
cally they reflect an improvement 
in the ratio of the exchange of 
products in our favor. If we paid 
more for these goods we should get 
part of it back in the prices of our 
own products sold abroad, but we 
could not get it all back in that way. 

Much the same thing is true of 
the farm situation. The idea that 
we cannot have industrial prosper- 
ity without a favorable ratio of 
farm prices to other prices is a 
myth. The prosperity of the farm- 


is the prosperity of any other group, 
but it is not essential to a high de- 
gree of industrial activity. 

In summary the favorable factors 
in the outlook still seem to the 
writer to outweigh the unfavorable. 
The only real reason for predicting 
a further decline is the fact that we 
have had a decline. Enough bad 
news is already in to insure a bad 
report for July, but we see no more 
reason for putting the bottom in 
September or October than for put- 
ting it in July or August. If no new 
and favorable unpredictable factor 
comes into the picture, recovery will 
be slow, which means that we shall 
have several months of dull busi- 
ness. But if no new unfavorable 
factor comes in we see no reason 








for the future of business, only two 
call for comment. The low prices 
now received by foreign producers 


er is a proper objective of national 
concern on its own merits, just as 


why business should not get better 
before it gets worse. 





Coming Conventions 


Tuirp ANNUAL CONVENTION OF THE AMERICAN 
AssocIATION OF Master LocxsmitHs, Hotel Pennsyl- 
vania, New York City, Nov. 12, 1930. Walter S. Orrell, 
secretary, 206 Pearl St., New York City. 

AMERICAN HARDWARE MANUFACTURERS ASSOCIA- 
TION CONVENTION, Marlborough-Blenheim Hotel, At- 
lantic City, N. J., Oct. 20, 21, 2Z, 23, 1930. Charles F. 
Rockwell, secretary-treasurer, 342 Madison Ave., New 
York City. 

Itt1no1is Retart HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Hotel Sherman, Chicago, Feb. 
10, 11, 12, 1931. Paul M. Mulliken, Managing Direc- 
tor, 14-16 North Spring St., Elgin. R. Y. Wallace, 
Director of Exhibits, Elgin. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Feb. 17, 18, 19, 20, 1931; Municipal Audi- 
torium, Minneapolis. Charles H. Casey, manager-treas- 
urer, 2344 Nicollet Ave., Minneapolis. 

Missourrt Retail. HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1931. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

NATIONAL Evectric Light AssociATION CONVENTION 
AND Exuisition, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 

NaTIONAL HarDWARE ASSOCIATION CONVENTION, 
Marlborough-Bienheim Hotel, Atlantic City, N. J., Oct. 
20, 21, 22, 23, 1930. George A. Fernley, secretary- 
treasurer, 505 Arch St., Philadelphia, Pa. 


NATIONAL RetaiL HarpwareE ASSOCIATION CON- 
GRESS, St. Louis, Mo., June 23-28, 1930. Herbert P. 
Sheets, managing director, 130 E. Washington St., 
Indianapolis, Ind. Hotel Headquarters, Coronado Hotel. 

New EncLanp Retait HarpWARE DEALERS AsSso- 
CIATION CONVENTION AND EXuiBITION, Boston, Feb. 
18, 19, 20, 1931. Convention at Paul Revere Hall, Ex- 
hibition at Mechanics Building. George A. Fiel, secre- 
tary, 80 Federal St., Boston, Mass. 


New York State Retait HARDWARE ASSOCIATION 
CONVENTION AND ExposITION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
aud Exposition at Edgerton Park, John B. Foley sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 


NortH Dakota RETAIL HARDWARE ASSOCIATION 
ConveENTION, Feb. 10, 11, 12, 1931. Place of meeting 
to be decided later. C. N. Barnes, secretary, Grand 


Forks. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
AssociaTION, INc., CONVENTION AND EXHIBITION, 
Commercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 
1931. W. Glenn Pearce, secretary-treasurer, 610 West- 
ley Building, Philadelphia. 


SoutH Dakota Retart Harpware ASSOCIATION 
ConvenTION, New Auditorium, Rapid City, Feb. 3, 4, 
5, 1931. Headquarters, Alex Johnson Hotel. Charles 
H. Casey, manager and treasurer, 2344 Nicollet Ave.. 
Minneapolis, Minn. 
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OSBORN WINDOW BRUSH NO. 93. 


Oblong pattern. Black horse 
hair. A very popular seller. 





OSBORN FLOOR BRUSH NO. 896. 


Mixed fibre and wire thoroughly mixed 
in each hole. Excellent for sweeping 
garage, basement or factory floors. 





OSBORN FLOOR BRUSH NO. 856. 


Selected gray fibre. An exceptionally 
popular brush for sweeping sidewalks, 
basements, garages and factories. 





OSBORN FLOOR BRUSH NO. 224. 


Mixed hair and fibre. A wonderfully 
efficient brush for sweeping smooth 
floors in homes, offices, stores, etc. 





ET a customer get the feel of an 
Osborn Floor or Window Brush 
and it’s half sold. Well-balanced 
from the tip of the handle to the 
working end, Osborn Brushes are 
built to satisfy. Only high-quality 
materials are permitted to go into 
Osborn Brushes. They are quality 
throughout. J Clean-cut profits are 
yours when you sell Osborn Floor 
and Window Brushes, Paint and 
Varnish Brushes, Wire Scratch 
Brushes, Wire Wheel Brushes, 
Bass Brooms, Push Brooms, House- 
hold Brushes and other popular 
brushesinthe complete Osbornline. 


JWE OSBORN MANUFACTURING COMPANY 


5401 HAMILTON AVENUE - CLEVELAND, OHIO 


SALES BRANCHES: 
New York - Detroit - Chicago + San Francisco - Los Angeles 
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Miaydole 
Hammers have 
been sold exelu- 
Sively through 
hardware job- 
bers for 4 gen- 
erations —and 
that’s the only 
place you get 
them today. 


More than 87 years of honest 
American quality have built up 
a demand for Maydole Hammers 
that is of real value to you. Don’t 
let your stock get low, your job- 
ber can supply you with the 
styles and weights you need. 


a HAMM. ole 6a5 
(@) @| 
|| yao . 
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The David Maydole Hammer Co. Norwich NY 























Some Things the Young Hardware Man 
Should Know 


(Continued from page 39) 


The hand of casement windows 
either opening out or opening in is 
always determined by the side on 
which the butts appear as you face 
the window from the inside. Win- 
dows opening out require different 
strikes from those opening in. 





On Operating Stoves 


To secure good operation in cook- 
ing stoves and ranges see: 

That the flue-stopper is in place. 

That the chimney is clear and has 
a good draft at pipe hole. 

That the pipe fits closely in the 
stove and in the chimney. 

If fire burns well, on the above 
direct draft, close the oven damper ; 
then if it will not heat the oven and 
bake well, examine the flues and 
damper and see: 

That all the flues are open and 
clear, so that smoke can freely pass 
through them. In cleaning flues 
many do not clean all the flues and 
push soot and ashes into back cor- 
ners, and in that way stop them up. 

Examine all the dampers in the 
flues and see that they open and 
close tightly and do not get out of 
place. 

Be sure that you know how they 
operate, so they may not be open 
when you think they are closed. 

If you are trying a stove without 
a hot water reservoir sand have 


everything in good order, as here- 
tofore described, it cannot possibly 
fail in operation if you close the 
direct draft damper and throw all 
the heat around the oven. Time 
should be given to get the oven hot 
before trying to bake. 





For the Sport 


It is the duty of everyone who 
fishes to take some interest in fish 
conservation. There are plenty of 
laws for this purpose, backed up 
with more or less vigor by officials 
on. the payroll of the public; but 
there never has been and never will 
be a time of too much public senti- 
ment in favor of real efficient fish 
conservation for the benefit of all 
the public who care to go fishing. 





Care of Reels 


Oil your reel every day you use 
it and be sure oil does not contain 
kerosene, banana oil or other non- 
lubricating ingredients such as is 
found in some oils. The click 
should always be well lubricated 
with vaseline, also gears, and for 
the pivots nothing is better than 
pure sperm oil. Always keep all 
grit cleaned out of the reel, as the 
grit will mix with the oil and act 
as an abrasive, soon wearing away 
its fine adjustfhent. 





Signs of Industrial 


Recovery Seen by 


Iron and Steel Trade 
(Continued from page 33) 


is reflected in steel plant operations. 
Slight increases by some producers have 
been offset by further curtailment by oth- 
ers and steel ingot production at large 
continues to average 56 per cent of ca- 
pacity. 

Construction work stands out as the 
chief sustaining influence during the July 
suspensions among manufacturing users 
of iron and steel. The building of great 
pipe line systems for natural gas, oil and 
gasoline is a major transportation devel- 
opment reminiscent of the period when 
our railroad network was being created. 
Plants making line pipe are fully com- 
mitted for three to four months, and, al- 
though they are reluctant to take further 


business at present market levels and buy- 
ers, in turn, hesitate to place tonnage that 
might not be available this year, large 
projects continue to be planned. The 
latest to be announced, a 1400-mile gaso- 
line line from Oklahoma to Des Moines, 
Omaha, Chicago and Minneapolis, will 
require 75,000 tons of steel. 

The Iron Age composite prices have 
made new lows for the year. That for 
pig iron is now $17.09 a gross ton, com- 
pared with $17.25 last week, and that for 
finished steel, 2.171c. a Ib., against 2.185c. 
a week ago. 

Awards of fabricated structural steel 
for the week ended July 12 were in ex- 
cess of 58,000 tons, or the largest of any 
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week this year, passing the previous high 
mark of 53,000 tons in the last week of 
January, according to The Iron Age. The 
total included 14,800 tons for a section of 
the New York subways, 9500 tons of 
tank work in Pittsburgh, Baltimore and 
New York for the Gulf Refining Co., 
7500 tons for a bridge in Seattle, Wash., 
and two office buildings in New York; 
one at Fortieth Street and Madison Ave- 
nue, requiring 3500 tons; the other at 


Pearl and John Streets, requiring 3400 
tons. 

Of the new projects, calling for 22,000 
tons, totaling more than in the two previ- 
ous weeks, 6500 tons is for the Majestic 
Apartments, between Seventy-first and. 
Seventy-second Streets on Central Park 
West, New York, and 13,000 tons is for 
a telephone building at Walker and Lis- 
penard Streets, previously reported as 
needing only 4000 tons. 





Burton Bros. Desist Order Presents Interesting Price 
Maintenance Angles 


Federal Trade Commission Banned Practice of Attaching Invoice to Goods 
with Requirement That Specified Resale Price Be Observed 


(Washington Bureau of HARDWARE AGE) 

Invoices attached to goods with the 
requirement that the latter be sold 
at a stated resale price are banned. 
This is the substance of a cease and 
desist order recently issued by the 
Federal Trade Commission in an in- 
teresting case which has angles that 
are pertinent to the entire question 
of resale price maintenance, regard- 
less of the lines affected. 

The order was directed against 
Burton Bros. & Co., Inc., New York, 
converters of cotton goods. They sup- 
ply the finished product to manufac- 
turers, jobbers and retailers. The or- 
der requires Burton Bros. to discon- 
tinue attempts to maintain resale 
prices in connection with the sale of 
shirts made of their material and car- 
rying its label “Burton’s Irish Pop- 
lin.” 

Specifically the company is directed 
to stop requiring shirt manufacturers 
to attach to invoices of shirts, or to 
boxes or other containers, Burton 
Bros. “Notice to Trade,” covering 
certain requirements made by the 
company to those who sell its goods. 

This “Notice to Trade” declares in 
effect that the label and trademark on 
the shirt are the property of Burton 
Brothers & Co., Inc., who offer a 
guarantee that each shirt will wear 
and give satisfaction or money will 
be refunded, and that use of the label 
and trademark and the guarantee is 
permitted only when the shirt bearing 
the label and trade mark is. offered 
for sale and sold for not less than 
$2.95, such permission being subject 
always to respondent’s restrictions. 

The “notice” further declares that: 


“This label and trademark may 


easily be cut off or detached without 
injury to the shirt. The haberdasher, 
after first removing these labels and 
trademarks, may offer, advertise and 
sell these shirts as White Poplin 
shirts, or under any other name trade- 
mark, or label that does not resemble 





any of the Burton Brothers & Co., 
Inc’s., for 3c. a shirt, or any other 
price the haberdasher desires. 

“Offering, advertising, represent- 
ing or selling of these shirts under 
Burton Brothers & Co., Inc’s., name, 
trademark or label at less than $2.95 
per shirt irreparably damages Bur- 
ton Brothers & Co., Inc., its trade, 
trademark and good will, and is not 
permitted. 

“Burton Brothers & Co., Inc., pro- 
poses to protect itself, its trade, trade- 
mark and good will and to prevent 
such offering, advertising, selling and 
damage to the fullest extent of the 
law.” 

The Commission’s order also pro- 
hibits the publishing or making use 
of this notice or any notice which 
asserts to retail dealers, directly or in 
effect, that such shirts are sold them 
subject to resale price restrictions or 
on condition that they be not sold for 
less than the prices fixed by the re- 
spondent, or that retail dealers who 
sell such shirts at a price less than the 
resale price thereof fixed by the com- 
pany, then and there become legally 
liable to respondent. 

The company was directed to cease 
making publishing or otherwise using 
any threat, expressed or implied, to 
bring a suit or action in court against 
a retail dealer who sells the company’s 
shirts at prices less than the resale 
price fixed by the company, and from 
utilizing any other equivalent methods 
of accomplishing the maintenance or 
control of retail dealer’s resale prices 
of shirts. 

As we go to press, it was learned that 
the Federal Trade Commission has been 
notified that Burton Bros., Inc., New 
York, has filed a petition with the Circuit 
Court of Appeals for the Second Circuit, 
New York, asking for a review of the 
Commission cease and desist order pro- 


hibiting the firm from asking shirt manu- | 


facturers, under certain conditions, to 


| 











maintain resale prices of shirts made from 
! 


material sold by Burton Bros. 





Bakatax display cartons and 
individual boxes are mod- 
ernly designed and attrac- 
tively printed. With their 





bright color scheme of black, 
white and green, they have 


a real sales appeal. 


This new line of tacks offers many 
unusual advantages which put them 
in the profit-making class. Write for 
free sample, and give your jobber's 
name. Geo. Baker & Sons, Inc., 
Brockton, Mass. 


BAKATAX 








Speed Up 
the 
Wheels of 


Industry 


Write to your jobber 
today for any of the 
merchandise adver- 
tised in these pages. 
Don’t wait for the 
jobber’s salesman. 


You may forget. 
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Weaving? 
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— 


and Profit with 


GéB 


ALITY 


Products 


€ Look for the tag, carrying our name, at the end of every roll! 


= The Gilbert & Bennett Mfg. Co. 


Established 1818—Americe’s Oldest Woven Wire Factory 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Ganges 


Mew York City 


Georgetown, Conn 














Why not 


make REAL money? 


Buying and selling 1s 
not always the biggest 
profit maker in the re- 
tail business. Cus- 
tomers, as well as mer- 
chandise, need con- 
sideration and study. 
All good store mana- 
gers know the value of 
clever store arrange- 
ment and modern dis- 
play methods. 


Modernizing a _ hardware 
store is not expensive,—yet 
it invariably produces a 
substantial increase in the 
volume of merchandise 
moved—and volume alone 
can produce real profits. 





Let us help you modernize. 
Why wait for your competitors 
to force the issue—you don’t 


have to be told that old fix- 
tures will soon be a liability 
and vot an asset. Look into 
the possibilities now. It costs 
nothing to investigate, — and 
Heller's Reference Book 28A 
will give you many good ideas. 


= HELLER... 


this ad and mail today. 


W. C. Heller & Co. 











From a Salesman’s Notebook 


(Continued from page 21) 


in.” He is right. The location and class of trade does 
not warrant any change. Another hardware store, 
brought up-to-date in the way of merchandise display, 
fixtures, etc., lost all of their mechanics’ trade, but de- 
veloped a housefurnishing line. Now it is headquarters 
for the women. They are also successful. A store so 
junky that women will not go in and another so modern 
that mechanits hesitate to go in. 

A part of the sketch given shows a salesman and 
salesmanager calling on the trade. The buyer gets a 
little “touchy.” Says he cannot “match wits” against 
the two of them. This we have seen time and again. 
With all due respect to salesmanagers, we would sug- 
gest they allow their salesmen to prepare the way before 
“breezing in.” Salesmanagers, to salesmen, are two 
things: an asset and a liability. We have had both. 


One of our best salesmanagers wanted to see the 
trade. Our first stop was in a store operated by two 
brothers, both gentlemen. We introduced our sales- 
manager and his greeting was: “Glad to know you, 
have a smoke.” And four big husky cigars were thrown 
out on the buyer’s desk. Neither of these brothers 
smoked nor cared to smoke. When we reached the side- 
walk a request was made not to hand out any smokes 
on the trip. 

We once had the owner of a factory we represent on 
a trip just to get a first-hand acquaintance with his 
customers. Most places we visited greeted us cordially. 
As a rule bosses like to meet bosses. At one of our 
stops the boss was greeted: “Hello! so you’re the big 
shot, eh! Well, shoot a little service in this direction. 
Glad to meet you; so long!” 

An associate of ours took his salesmanager over to 
see a big account, thinking the two could “swing it.’’ 
The salesmanager was introduced. He immediately 
started to tell of the merits of his product. The buver 
asked the price, but he still kept talking and the buyer 
continued asking the price. Whén the salesmanager’s 
conversation had run out he said: “Well, you can buy 
similar goods cheaper.” The buyer’s answer was: “It 
is not what I can buy, I asked the price.” This buyer 
told us if the price was originally given to the salesman 
he would have undoubtedly adopted the line. We once 
came_across a young salesman cussing Fis luck. Ask- 
ing what the trouble was he answered. “The buver 
spoiled my story. I was telling him what a superior 
product I had, how it was made, the factory behind the 
goods and all that, and the buyer kept asking what is 
the price.” He said that this buyer asked that question 
so often that it made him forget what he was selling. 

_ 


Another part of this sketch you recall is: the sales- 
man telling the buyer what a mistake he made by order- 
ing another make of lawn mowers, how rotten they are. 
We were once showing the samples of a certain line 
when a representative of a competing manufacturer calls 
the proprietor aside and tells him that he should not 
make the mistake of buying any of that manufacturer’s 


Another type of salesman we know is the one 
We 


goods. 
who whispers the extra ten per cent to the buyer. 
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‘find it usually is a habit and the whispers become an 
echo to his trade. 

There are two outstanding experiences which we 
hardly know how to classify. Walking into a certain 
store with heavy sample cases and catalog under arm, 
we were greeted with a cheery, “Good morning, how 
are you today? Yes, the buyer is in the back, he will 
be glad to see you.” Going to the back we proceeded 
to lay out certain samples, at the same time introducing 
the line. The buyer walked over and replied very rough- 
ly: “We don’t want to see either you or your line.”” The 
unusual manner caught us off guard and we wished we 
were out on the sidewalk. On the way out, we wanted 
to say something to the gentlemen who so cordially 
greeted us. Upon approaching him, we saw he was 
blind. 


* * x 


The other—Friday is the buying day of a certain 
hardware and housefurnishing jobber. From one until 
three the place is filled with salesmen, smoking, swap- 
ping good and hard luck tales. This day was a cold, 





wet, March afternoon. There were six of us, one a 
prominent stove manufacturer, and we were all glad to 
be inside. Miss X, the right bower and friend of the 
salesmen, tipped us off. “The boss is not in good humor 
today. Someone up the line tried to pull off a phoney 
failure and you know how that makes him mad. At 
that moment the boss walks in, fire in his eye, we all 
see the handwriting. Before anyone gets a chance to 
greet him, he asks, ““What’s this, a convention?” The 
store was blue with smoke and the floor gray with cigar 
and cigarette ashes. “If it is, I am going to adjourn 
it. You come here,” calling to the tallest of the party, 
“and you, and you.” There were six of us lined up 
according to size, not rank or ability. After reviewing 
us he started with No. 1—“I don’t want anything from 
you, and you, and you,” and so on down the line. And 
he opens the door with: “Now get out, all of you.” It 
was raining hard. No. 1 whispered to the boss, and 
he whispered again. All we could hear the boss say 
was, “Repeat that again. Is that so? Well, send me a 
carload April first. See me June first.” Now what 
salesman No. 1 said, we do not know, but whatever it 
was, it caused the sun to shine that afternoon, as every- 
one of the six received an order. We were No. 6 on 
line and our order was for six cases of The 
convention convened under a convenient awning. A vote 
of thanks was extended to No. 1, but he was not there 


to receive it. 





See Rite Tire Mirrors 


Model B A C tire mirror with band and 
chain is offered to the trade to sell for 
the suggested retail selling price of $15.00. 
Specialty Manufacturing Co., 39-45 Front 
St., Brooklyn, N. Y., makes this mirror 
in standard 4% inch size. It fastens 
with lock and chain to spare tire in fender 
wells, for rear view, and has ball socket 
connection. Mirror is made of fine heavy 
solid metal with optical ground lens 
(plain or minifying), assuring true 
vision without distortion. This same mir- 
ror is available with offset, enabling its 
adjustment to any position on the spare 
tire. Special mirrors for show cars and to match enamel in any color 














may be ordered from this company. 


NO 1924 





Rugged strength and 
proven service are 
provided in the sturdy 
lines of GRIFFIN 
Garage Hardware 
Sets-used by thought- 
ful builders every- 
where. +, ry +r 


Chicago, 555 W. " 
San Francisco, 703 Market St. 
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White Cross Violet Ray 


National Stamping & Electric’ 
Works, 3212 West Lake St., 
Chicago, Ill., offers the White 
Cross violet ray outfit No. 52 
to retail at the suggested price 
of $12.50. Generator has pol- 
ished black hard rubber handle 
encasing improved coils and ad- 
justments, with green Karolite 
adjustment knob. It has eight 
feet of cord, black bakelite plug 
and solidly built case covered 
with heavy black leatherette 
lined with royal purple art 
satin. It is equipped with three.electrodes, surface comb and external 
throat, chart and treatment book. 





Paasche Universal Striper 


Type UHT Hudson Produc- 
tion Striper is convertible and 
adjustable for any position. 
Handle and guides are remov- 
able for convenient access to 
narrow places. Nibs or strip- 
ing blades in a variety of sizes 
and styles can be supplied to 
meet all striping requirements. 
It is extremely light in weight, 
yet strong, comfortable and 
easily handled. There are inter- 
changeable nibs for variety of 
stripes, revolving _ ball-bearing 
turret head with auto spring 
stop for circular striping, 
swivel adjustable guide with or without guide wheel, slanting swivel 
removable color cup assembly, adjustable thiimb action lever for slow 
or fast color control, completely standardized with all parts inter- 
changeable. Suggested retail selling price is $49. Paasche Airbrush 
Company, 1909 Diversey Parkway, Chicago, Ill., produces this striper. 





Coleman Coffee Makers 


The Ariel Coffee Maker, No. 63 
is produced by The Coleman Lamp 
& Stove Company, Wichita, Kan. 
It is chromium plated and stands 
115/16 inches high. There is an 
engraved design on the sides and 
interior is silver lined. Coffee 
maker is equipped with black 
bakelite handle, new type glass 
top, hinged lid and a quick action 
heating element. It has large ca- 
pacity pump, non-spill spout, six 
foot cord and miniature standard 
plug. Voltage range is 110-120 
AC or DC, 350 watts. Suggested 
retail selling price of this model 
is $15.00 an@ cost to dealer is $9.00. Capacity is 8 cups and shipping 
weight is 6 Ibs. { a 





@. 


rn 












Gainaday Electric Washers 


Service model A-30 and Combination 
model BU-30 have been added to the line 
of electric washers manufactured by Gaina- 
day Electric Co., Pittsburgh, Pa. Combi- 
nation model shown here is new, being simi- 
lar to De Luxe model L. Both new models 
are finished in aluminum instead of white 
enamel, have blue decorations. They are 
equipped with standard Lovell wringers, with 
the exception of drain board and pressure 
release handle. Washing principle is un- 
changed, but the tub contains three pairs of 
baffles, inserted by double seaming piece, 
instead of being drawn from a single piece 
of copper. Better” water action is obtained 
but the principle of having no moving parts 
in the tub is retained. Service model has 
cadmium-plated pressed steel splash fing, 
wringer frame, drain board and water board” 
Combination model is the same as the Service type but has in addition 
a quick, convenient, high quality ironer attachment. Suggested retail 
selling price of model A-30 is $105 and model BU-30 $150. Dealers 
receive 40% discount. 


12-Quart Colander Attachment 


a 

A colander attachment of 12 quart ca- 
pacity is now offered by Reynolds Electric 
Company, 2650 W. Congress St., Chicago, 
Ill., for use with the Reco -Mixer. Attach- 
ment is made for straining, mashing, sifting 
and other kindred operations. It consists of 
a strainer bowl, which fits over the stand- 
ard 12 quart mixing bowl, together with a 
combination roller and scraper and two 
sizes of perforated metal screens. In ad- 
dition to the use of the Colander, the Mixer 
is used for: stirring, mixing, whipping, beat- 
ing, mashing, grinding, chopping, slicing, 
grating, juice extracting and freezing oper- 
ations. It has human “arm and wrist” 
motion, in combination with the recently 
developed spiral whip. Price of mixer, com- 
plete is $125.00, and attachment alone is 
$25.00, both prices f.0.b. Chicago, Ill. 














Combination Electric Lighter 


An electric lighter, combined 
with an ash tray, is made by 
Chicago Flexible Shaft Co., 
Roosevelt Road and Central 
Ave., Chicago, Ill. It may 
be used to light pipe, cigar- 
ette or cigar. This handy 
and compact appliance is fur- 
nished in three designs, suit- 
able for home, office or club. 
Lighter is removable from tray 
and can be lifted for lighting 
purposes. On the upper end 
is a quick-action heating unit, 
which glows instantly at touch 
of the push button. When 
not in use bakelite grip rests upright in ash tray. This combination 
sells to the dealer for $2.33. Suggested retail selling price is $3.50. 





| On six or more pieces discount is 30-10%. 





The Lionel “Blue Comet” 


The Lionel “Blue Comet” is a fine copy of the fast train of that 
name, operated by The Central Railroad of New Jersey, making the 
New York to Atlantic City run, daily in three hours.” It is an all coach 
train including chair seat cars, smoker and dining car Each coach, 


which is painted in ultra-modern blue with Jersey cream and gold 
striping, is named for a famous comet. Its locomotive is a speedy, 
steam type electrically driven model. The entire train has the most 
modern developments. The Lionel Corp., 15 E. 26th St., New York 
City, offers this train to sell for the suggested retail selling price of 
$65.00 
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Stetson’s Combination Cushion Chair Tips are made 
from selected sole leather. The chair is able to move 
about freely without noise or scratching the floor. The 
felt washer acts as a cushion. This line is only one of 
our big sellers. Write for catalog. 


Elastic Tip Co. 370 Atlantic Ave., Boston, Mass.4 


























Superior 
Brand 
Hardware 


Cloth 


means just what its 
name indicates. It is 
superior. 





Smooth, round, stand- 
ard size wire, evenly 
woven with straight sel- 
vage and heavily gal- 
vanized. 





G. F. Wright Steel 


aieaieom WOOD SCREWS 


Worcester, Mass. 


Rivets Roofing Nails Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 


George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 














TELL YOUR NEEDS TO THE WHOLE 
WORLD OF HARDWARE 


Secure a Position, Locate a Salesman or Representative, Hire 
an Employee, Choose a Partner, Sell a Business, Rent a Store, 
or Profit to the Fullest by your share of Business Opportunities 


Make your wants known in the 


CLASSIFIED ADVERTISING SECTION 
of 


HARDWARE AGE 
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Patch-It and Size-It 






Two new _ pack- 
aged products, ° 
“Patch-It’ and 1ze-1t 





APRIMING 
3. 
FoR WALLS vas 





“Size-It”, have been 
placed on the mar- 
ket by the Alabas- 
tine Co, Grand 
Rapids, Mich. Patch- 
It is a patching 
plaster, easily mixed 
and used, for repair- 
ing unsightly holes 
and cracks in plaster, 
stone, brick lining, 
concrete and wood. It dries out with stone-like hardness without 
shrinking, cracking or crumbling, and may even be used by plumbers 
and electricians for touching up. Offered in 24% and 5 |b. packages 
for home and small job use; 15 |b. packages, 100 Ib. drums and 350 
ib. barrels for more extensive use. Size-It is a cold water priming 
coat for porous and badly stained walls in preparation for decorating. 
It quickly dissolves in cold water, can be used immediately and is 
free from any rancid odor. Packed in one pound packages and larger 
containers for bigger jobs. Prices allow dealers approximately 33 1/3% 
on retail selling prices 
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Lamp Shade Covers 


Lamp Shade Covers in Argen- 
tine Cloth or glazed netting and 
oiled silk are offered by the Blos- 
som Trimming Co., Inc., 79 Mad- 
ison Ave., New York City. Ar- 
gentine cloth is available in va- 
rious colors; amber is the only 
shade of oiled silk offered. Both 
materials are transparent and 
dust proof and may be used on 


bric-a-brac, statuettes, pictures, 
mirrors, chandeliers, etc, as a 
protection. The silk is also 


water-proof. Oiled silk covers 
measure 36 inches in width and 
are available in sizes 8 to 24 in- 
ches, costing the dealer from 
$3.75 to $11.75 each. The Ar- 
gentine cloth covers are 54 in- 
ches wide in sizes 8 to 28 inches 
Cost to the dealer varies from 
$3.00 to $6.00 a dozen. 











Union Machinist Chests 


Two machinist’s chests 
have recently been offered 
by Union Chest and Cabi- 
net Corp., Rochester, N. Y. 
They are leatherette cov- 
ered and are equipped 
with lock and heavy metal 
corners, finished in heavy 
nickel plate. R-117 is a 
closed top model, for the 
beginner, equipped with 
three long drawers and 
three short ones. Outside 
measurements are: 16x 
8x11 % inches. Model T- 
117 as illustrated has a 
till top, fitted with pat- 
ented locking device and 
mirror in metal frame 
There are also six drawers in this model intended for the experienced 
machinist. Outside measurements of this model are: 16'x8x13. It 
is equipped with high grade loop type lock. All drawers on both 
types and the till are lined with heavy green felt. Drawer fronts are 
mahogany finished and steel cored handles of strong leather are at- 











tached to chests. Till cover is hinged. 


Universal Electric Cooker 


Universal electric oven-cooker is designed for all kinds of electric 
cooking in the home. It will cook in three separate containers at once 
and will do everything an oven will do. Food may be cookéd at home, 
left in cooker and served at a picnic. It has heavy aluminum lining, 
with thick wall of high insulating material and is entased in a steel 





outer shell. Vent in the cover allows steam to escape; handles lock 
individual food containers as well as cooker cover. Cooking well is 
10 inches deep, 634 inches in diameter. Heats aie 125 and 500 watts. 
There are two one-quart food containers, one two-quart container, 
6 feet heater cord and standard separable attachment plug. ‘It is 
finished in black enamel with two orange enamel bands; overall height 
is 134 inches; outside diameter is 9 inches. Cost to dealer is $7.35 
each, suggested retail price is $11.00. Landers, Frary G Clark, New 
Britain, Conn., makes this product. 


Oven Turn Toaster No. 44 


Superlectric Oven Turn Toaster 
No. 14 toasts on the oven prin- 
ciple. Embossed doors are solid 
panels with diamond and double 
circle designs. They turn slices 
of toast automatically when 
opened. Toaster measures 8 x 5 
x 814 inches, weight packed is 
3 Ib. 5 oz., standard shipping 
carton of 6 weighs 23 Ibs. Nickei 
surface toaster lists at $2.75; 
chrome finished model lists at 
$3.75 each. Element is of finest 
nichrome; cord set is of heavy asbestos type. It is mounted. on black 
fibre feet of non-burn type. Superior Electric Production Corp., 1300 
S. 13th St., St. Louis, Mo 





Re-Nu-Wood 


Re*Nu-Wood, a*pliable wood composition, which hardens like wood 
when exposed to air is made by Chemical Wood Products Co., Terminal 
Sales Building, Portland, Ore. It is particularly adaptable for repairing 
splintered or dented surfaces. Upon drying it will not crack or crumble 





and can be sawed, carved, chiseled, sandpapered and polished or turned 
in a lathe like ordinary wood. Re-Nu-Wood spreads quickly and easily 
adhering firming to any clean surface free from moisture or grease. Sug- 
gested retail selling prices are: tube, 25c.; %4-lb. cans, 35c. each; 1-Ib. 
cans, $1.00 each; and 5-lb. cans, 70c. per Ib. Cost to dealers: 15c,, 
23 1/3c., 662/3c. each and 56c. per |b., respectively. Re-Nu-Solvent 
is made by the same company for softening the wood composition. 
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ELTING 


[TLESS 
STERS 


FAULTLESS CASTER COMPANY 


EVANSVILLE. 


Pivot Bearing, Grip Neck, Ball 
Bearing, Truck Casters, Institution, 


Ete. 


INDIANA. 


Canadian Factory: Stratford, Ontario 














BEE - VAC 


this Fall ! 


Big ne: coming in Vacuum Cleaner, Electric Washer field 
—ch ~—_ in price—changes in merchandising methods. 
Watch Bee-Vac—for new low prices—new models—entirely 
new and different products. Get your name on our mailing list 
for advance information. 


BIRTMAN ELECTRIC COMPANY 
4144 Fullerton Ave., Chicago, Illinois 











Fluxes 
Perfectly 


Saves 


Solder 


No Poisonous 
Fumes 


Will Not 
Corrode 
Metal 


Send for a FREE Sample 
Can. Let some _ good 
Plumber or Tinsmith give it 
a fair trial. 

If RUBYFLUID Soldering 
Flux does not support every 
claim, we won’t ask you to 
handle it. 


Write today 


RUBY CHEMICAL CO. 
68 McDowell St., Columbus, Ohio 














Good M anagement 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 


customers. 








WICKWIRE BROTHERS 
Cortland, N. Y. 


Make All Grades 
Steel Screen Cloth from 


Copper Alloy 
Open Hearth Steel 

















mitagy 

Tackles, 

@ileary 
Safety Straps, 

Tool Bags, 
Lag Wrenches, Sleeve 
Wire Grips, 


Belts 


aris 


Tr ce 


Trimmers, 





iKLEI 


athia 


Chicago, III.USA. 
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LAM 


& SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 


POULTRY SUPPLIES 























Moe’s Line—Is a high grade complete line of Poultry 
Equipment, Feeders, Fountains, Brooders, etc., at popular 


prices, and nothing better made. It’s a fine line to handle. 


Write for Catalog. 


HoEFT & COMPANY 


2305 Davis St. North Chicago, IIl. 


WALWORTH 


Walworth Company, General Sales Offices: 
60 East 42nd St.,. New York 


Plants at Boston, Mass.; Kewanee, IIl.; 
Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 


Walworth Company, Limited, 620 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 























32 In. Long 
13% In. Deep 






Ensemble Sanitary 
Can 


Ensemble Stepon  Sani- 
tary Cans are produced in 
beautiful colors to appeal to 
the housewife desiring col- 
orful kitchen equipment. 
Savory, Inc., 90 Alabama 
St., Buffalo, N. Y., manufac- 
tures these cans, opening 
by use of patented stepon 
mechanism. Inside can is 
galvanized. Outside can is 
133%4 inches high and 9% 
inches in diameter. Assort- 
ment No. 90 includes 12 as- 
sorted colors and designs, 
weighing when shipped 60 





Ib. Design shown _ is 
Comet, in black, green, buff 

} and orange combination. 
Suggested retail selling 
price is $1.75 each and cost 
to dealer is $12.00 per 
dozen net 


| Adams Globar Heater No. 12 E 


5) This Globar 
TOLL 


model electric 





wail heater No. 12E is pro- 
duced by Adams Bros. Meg 
Co., Pittsburgh, Pa. 't Fas two 
parabolic reflecting _ planes, 
chromium plated and 
equipped with two Clobar ele- 
ments. All electricai connec- 
tions are concealed, heater is 
installed in walls between 
studding. This heater is well 
equipped for auxiliary heat in 
bathrooms and bedrooms and 
will not dust streak the wall 
above heater. It is finished in 
two tone antique brass, two 
tone bronze and vitreous por- 
celain enamel in white, black 
and these standard colors; or- 
chid, canary, gray green, ho- 
rizon blue, autumn brown and old ivory. Size of frame is 13 by 15 
inches. Wall opening necessary is 3% inches in depth and 14 inches 
high by 11% inches in width. List prices are $20 and $22, depending 
upon color and finish, subject to dealers’ discount of 40%. 
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Quik-Serv 
Electric Cooker 


An adaptable electric cooker for both 
domestic and commercial use is offered 
in three popular models by Star Manufac- 
turing Co., Inc.. St. Louis. Mo. Grids are 
solid cast aluminum and frame is of 
pressed steel. brilliantly plated with chro- 
mium. Semi-automatic atjustment allows 
top plate to be fixed at any desired 




















The sign of the 
master locksmith 
who cuts keys with 
the Segal Rectify- 
ing Cutter. 


Segal Lock & Hardware Co. 
12 Warren St., New York City 


| 

dJimmy- _— ~~. | 
Locks —_ 
oan = | 


level. Heavy duty type heating ele- 
ments are used with a wattage as 4 
follows: 660 for domestic model. 
850 for the Commercial Single and 
1700 for the Master-Twin, two 
single units mounted on the same 
base. Total couking surface of 
both single mode!s is 183 inches 
Single commercial unit sells to the 
dealer for $19.50, suggested retail 
price is $32.50. Master-Twin sells to the dealer for $38.40 and the 
soggested retail price is $64.00. The domestic model sells to dealer 
at $13.50 and the suggested retail price is $22.50. ; 
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New York: P. J. Coscrave, 239 W. 39th St. 


Boston: CHaunosy F’. ENGLISH, 140 Federal St. 
PHILADELPHIA: Harotp G. BLopertt, 1402 Widener Bldg. 
OLsYELAND: WiLL J. Fepprry, 1362 Hanna Bldg. 

Cuicaco: D. M. ANDREWS, H. A. Macuire, 1507 Otis Bldg. 


SUBsORIPTION Price—United States, its possessions, Canada, Meatco, Central 
Amorica, Bouth America, Spain, and its colonies. One year, $3.00; Foreign 
countries not taking domestic rates, 1 year, $6.00; Single copies, 25c. each. 
Subscription remittance shvuld be made by Check, Post Office Money Order, 
Bepress Money Order or Bank Draft, payable to Hanpware AGR, New York. 


ee 





McCarthy ALUMINUM Stove Pipe 


is far superior to or- 
dinary pipe, because 
light, clean and easy 
to handle. Can be 
put up without sup- 
porting wires. 


Its attractive, 


LUSTROUS 


finish and rust-proof 
qualities insure quick 
sales and permanent 
satisfaction. Fits perfectly. 
beautiful stove pipe made. 
for prices. 


McCarthy Mfg. Co., Ine. 
Pear Ave., Cleveland, Ohio 





Most 
Send 


Adjustable Elbow 














Improved ‘‘Barnes’’ Type Pipe Cutter 
from the ARMSTRONG BROS. 


Line of Better Pipe Tools 













This 3-wheel Barnes type is especially 
adapted to work where the cut- 
ter cannot be revolved en- 
tirely around the 
pipe. 





Bodies of Certified Malle- 
able Iron—Pins of carefully 
hardened tool steel. Wheels 
of special Alloy Tool Steel 
— Improved Knife Blade 
Design — Cut faster, last 
longer. 





ppc for ARMSTRONG BROS. TOOL CO. 
atalog “The Tool Holder People” 
P-10 314 N. Francisco Ave. Chicago, U. S. A. 








CLOTH 
AND WIRE 


W IR E PRODUCTS 


“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
perience in wire cloth manufacturing. It 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
plete information and prices on request. 

Write for Folder 83-B 


BUFFALO WIRE WORKS CO., Inc. 


(Fermerly Scheeler’s Sons) Est. 1869 
518 Terrace Buffalo, N. Y. 











The symbol of 


quality in chain 


There is an ACOO Chain for every 
industrial, farm and home ae— 
in bulk or made into specialties. 
Concentrate on 

quality line. 

largest manufacturer of wel: 
weldless chain. 


AMERICAN CHAIN CO., Ine. 
Bridgepert, Conn. 
Makers of the Famous Weed Tize 
Chains 
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Subdued with 
Peerless Handcuffs 


An officer can snap a pair of 
Peerless Handcuffs on a 
vicious character before he 
realizes what is happening. 
The Peerless is the ONLY 
Handcuff that we know of 
which cannot become locked 
while carried in the pocket. 
Light, strong, durable, and a 
real seller. Send for prices. 


Peerless Handcuff Co. 
Springfield, Mass. 















=| SPEED UP 





SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH - PROUTY COMPANY 
DANVILLE, ILLINOIS 





















PAINE 


SPRING WING TOGGLES 


are used for attaching any ob- 
ject to a hollow wall or ceil- 
ing. 

They work instantly in any 
position in any hollow ma- 
terial. 


The SPRING Does It 


Catalogued and stocked by a 
majority of the Hardware, 
Electrical and Plumbing Job- 
bers of the country. 

Samples and prices on re- 
quest. 


The Paine Company 755.0455: "Niw Yow’. 'Y. 

















30 per cent 
longer service 


centmore.Ray- 


| Heavy - Duty 









eo 





ll Poker 't 


O-Vac Extra | i 








| Direct Mail Postals For Hardware 
| Merchandising Messages 


(Continued from page 37) 
essentials: (1) Cut, (2) Copy, (3) Price, and they are 
most effective when dealing with an item of general and 
common use and distribution, on which no special sales 
stimulus is needed. It is like the reminder of a string 
tied around the finger—and the string leads to your 
store. 

From use, I see an advantage and also a disadvantage 
in this No.-1 card. 

Advantage. Little time and effort required to prepare 
them for the mailing; merely address them, for the 
printer has done the rest, even to the store signature. 

Disadvantage. For printing cost economy, there 
must be a reasonably good-sized run and this fact pre- 
vents diversification of merchandising messages. 

Now for No. 2 type of mailing postal. 

Two of these are being shown with this little article 
and you will note that the caption-and-cut of the one and 
the cut (LOOK) of the second are well calculated to 
draw attention at once. 

To give a specific instance of an excellent return that 
came to us from using one of these cards during the 
past winter—for a number of years we have conducted 
a profitable radio department. We keep a list of our 
radio sales, as to name and address of customer, model 
of radio sold and its selling price. This list comes in 
very conveniently in more ways than one. 

We are located in a rural section where in the out- 
lying district on all sides of town there are still a large 
number of battery-operated radio sets and we sent this 
direct mail postal to a large list of such owners, calling 
attention to a special price we were offering on the two 
commonly used sizes of radio “B” batteries. And I 
may assure you that we were well pleased with the 
response. 

I see no disadvantage to this No. 2 type of postal, 
except that it requires more time to fill in the message 
you wish to present, but, offsetting this is the tremendous 
| advanage that these cards can be used to just as small 
a mailing list as you please and they can be filled in 
with any sort of communication you may wish to impart 
to your customers. 

You can have five hundred (or two hundred) of 
them printed at your local job printing establishment ; 
you can use them all on a single mailing list the day 
you receive them—or you can distribute and diversify 
their use over half the year. 

The government cards cost you five dollars for five 
hundred. 

Suppose the printer charges you two dollars and a 
half to print them; perhaps two dollars is a better esti- 
mate for the No. 2 type. There you have an invest- 
ment of only seven dollars which, aside from clerical 
work in your own office, will carry five hundred mer- 
chandising messages, direct by Uncle Sam, to as many 
| individuals in your community. 
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Do you know of any similarly effective means of 
reaching as many folk for so slight an outlay? 

We are enthusiastic over our experience with these 
direct mail postals ; we expect to continue and vary their 
use during the season and we commend a trial. 

As a concluding suggestion, it is recommended that 
the top caption (heading) and illustrative cut be changed, 
as well as the color of printer’s ink, for each run that 
is made up. We all like variety and so do the recipients 
of your message cards. 


This Store Was Ready 
When It Opened 


(Continued from page 23) 


out looking for business. Before noon he had secured 
more than one hundred dollars’ worth of paint business. 
That afternoon he went across the border to Matamoras, 
Mexico, and sold 90 dozen drinking glasses (to be used 
for a purpose not legal on this side of the Rio Grande). 
He also secured an order for about twenty dollars’ worth 
of china plates. He visited every restaurant and saloon 
on the Mexican side, left a business card with his phone 
number and solicited whatever business might be avail- 
able. Within ten days he had received on the phone 
about fifteen dollars’ worth of orders for additional china 
pieces. He also visited the restaurants, hotels and stores 
in Brownsville inviting trade on china, cutlery, glassware 
and tools. 

Hausman intends to keep on looking for business, 
keep on advertising with handbills, newspaper ads and 
radio programs. He should be very successful. 





Mathematical Mark up is the difference between 


Merchants the price at which an article WILL 


SELL, and its cost. 

The average merchant computes 
his selling price of every invoice by adding a pretty 
definite percentage to the item cost. 

Many times the addition is too low, and while the sale 
is made, there is insufficient profit. Many other times 
the addition is too high, and then there is a loss of sales 
and the inevitable mark down with its loss of anticipated 
profits. 

Try this some day. Mark the incoming merchandise 
at what it will bring—in your best judgment—without 
looking at the invoice. The result may be a revelation 
to you. It may prove how really little the average 
merchant knows values. 

If retailing today is not as profitable as it should be, 
it is largely because we have become mathematical mer- 
chants. Systems, rules, discounts and percentages have 
dimmed our eyes to the sales possibilities of what we 
buy. We must learn to interpret values in terms of 
what an article will bring rather than in mere percentage 
of mark up. In other words, we are lacking in realiza- 
tion and analysis of values as applied to selling prices. 











VUVEVE EVERY 


@ | 


THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New York, Chieago, Philadelphia. 
Western Factory—Dayton, Ohio. 











QUALITY-BUILT 
STEEL PULLEYS 


TACKLE or AWNING PUL- 
LEYS IN A VARIETY OF 
SIZES — GALVANIZED 
FINISH 


Superior in every way to cast 
iron pulleys. Sold at equal 
or lower prices. 

See your jobber or write direct 
for prices and information. 


Jobber’s inquiries invited. 
Hart & Cooley Mfg. Co. 


Successors to Federal Mfg. Co. 


61 W. Kinzie Street, Chicago 
Factory—Holland, Michigan 























Nesco features will increase e 

your oven business. More 

value for your customers means 
profits for you. Full tin lined-- 

double walls, asbestos insulated -- 

heat indicator--air circulation--heat 

d . Specify Nesco. 


Nationa ENAMELING AND 


Stampinc Company, Inc. 
13 12th St. Milwaukee, Wis. 


NESCO 
OVENS 


The Nationally 
Advertised Trade Mark 





i 
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CLASSIFIED OPPORTUNITIES 











CLASSIFIED ADVERTISING 
RATES 





tives Wanted” 

Positions Wanted and Help Wanted 

advertisements at Special Rate of 

ome cent a word, minimum fifty 
cents per insertion. 














Use the “Classified Opportunities Section” to reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 

Aceounts Wanted” and “Sales Representa- 

Advertisements. 

Set Solid, Minimum of & lines......$3.00 
Each additional line...........- 

All Capitals, Minimum of 5 lines.... 4.00 
Each additional lime........+.+.- 

Average 10 words to «a line 

Allew One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage sheuld not 
be addressed to box numbe 


BOXED DISPLAY RATES 
aed SAAInIA Bait s>sccccacess OU 





off 
Due to the special rate, these discounts de 
not apply on ~ Position Wanted er Help 
Wanted Adverti 
HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 


Address yeur advértisements and replies te 
HARDWARE AGE, Classified 
239 West 39th St., New York City 


60 








80 

















POSITIONS WANTED 


| 


HELP WANTED 





SALESMAN with 20 years’ selling experience to hardware jobbers 
and large retailers, specialty jobbers, department stores, mill and factory 
supply houses, in tools, general hardware, housefurnishing and kindred 
lines in Chicago and central states, is open to good selling position for 
any part of this territory with Chicago or South Bend headquarters with 
a reliable house or manufacturer. Would also consider position as 
buyer, having ten years’ buying experience with a large corporation in 


tools, cutlery and general hardware. Can furnish best of references. 
Age 48. Gentile. Address Box 1-890, care of Harpware AcE, New York 
ity. 





BUYER’S ASSISTANT—Young man desires contact with a progres- 

~ firm located in the West or Mid-West. Housefurnishings and paint 

rience, which includes stock control and budget purchase systems. 

ooled in advertising and merchandising; 23 years of age: manager of 

a retail paint store at the present time. Will be available in November. 
Address Box I-867, care of HAarpware AcE, New York City. 


HARDWARE MAN of twenty experience in retail and whole- 
sale hardware business desires a change—honest, sober and industrious 
and capable of holding a position of trust and take charge of men—can 
furnish best references. Address Box I-885, care of HaArpwareE AGE, 


Chicago, III. 


SALESMAN, nine years’ experience selling wholesale and retail trade 
in Ohio and adjacent states desires position with manufacturer on ‘com- 
mission basis with drawing account and expenses. Proven ability in- 
troducing new products and maintaining satisfactory sales volume with 
established accounts. Please address Box 2639, Lakewood, Ohio. 


YOUNG MARRIED MAN, 28 years of age, desires position with 
Retail Hardware firm preferably but not essentially, located in Long Island 
or New Jersey. Eight years’ experience buying and managing Retail 
store and specializing in builders hardware, window dressing and _hard- 
ware display, available immediately. Address Box I-886, care of Harp- 
ware Ace, New York City. 





years’ 








SALESMAN AND ESTIMATOR with twelve years’ experience, desires 
position with Builders’ Hardware manufacturer or jobber. Thoroughly 
familiar with shelf and builders’ hardware. Oualified to take off anv 
operation from bungalow to skyscraper. Can make up snecifications and 
schedules. Address Box I-889, care of HarpwAre AcE, New York City. 


BUILDERS’ HARDWARE SALESMAN 
experience desires new business connect’on. JF have traveled the south- 
west extensively: also parts of the middle west. Good reasons for_de- 
giving a change. Address Box I-879, care of HarpwAre Ace, New 

or ity 


HARDWARE MAN THOROUGHLY EXPERIENCED in _ general 
hardware, window trimming, store arrangement and management desires 
permanent position with progressive concern. Will accept reasonable sal- 
ary based on amount of responsibility, etc. Prefer location in Michigan, 
Indiana, Ohio, or Illinois. References exchanged. Address Box I-888, 
care of Harpware AcE, New York City. 


HELP WANTED 


IF YOU ARE now successfully selling wholesale hardware jobbers in 
volume, and are looking for a greater opportunitv, there is an opening 
in the organization of an Aa Al manufacturer. The line now leads the 
field and has exceptional possibilities for continued increase at this time. 
Sell yourself by a clear and concise record of your experience. Give age 
and salary now earned. Our own men know of this ad and all replies 
will be held in confidence. Address Box 1-887, care of H/ARpware AGE, 
New York City. 


WANTED: By growing hardware concern. 
energetic—good window trimmer—age 25 to 35. 
in selling hardware, tools, paints, electrical goods. 
—_ not afraid to work. Write to Heyman Hardware Stores, 
onn. 








with nine years successful 














Young man—intelligent, 
Must have experience 
An opportunity for a 

Danbury, 





SALESMEN—Progressive paint manufacturer has opening for several 
paint salesmen to cover Eastern Pennsylvania. Must furnish own car. 
Substantial drawing account. State age and references. Address Box 381, 
care of Harpware Ace, 1402 Widener Bldg., Philadelphia, Pa. 


WANTED—Experienced Hardware Man, capable maintaining price 
catalogue and pricing outgoing invoices. Advise stating experience, salary 
desired, age, etc. Address MAC HARDWARE CO., INC., Fort Plain, 
ee 





BUSINESS OPPORTUNITIES 


FOR SALE—Duluth Store Fixture, sectional, 136 feet x 12 feet in all; 
seventeen, eight-foot sections, consisting of five, eight-foot glass wall cases; 
five eight- foot double counter high nail bins; three, eight-foot cabinet 
drawer sections; four, eight-foot floor show cases; one “U’’ floor show 
case: also National Cash Register, Burroughs Bookkeeping Machine with 
cabinets, Remington Typewriter, and Detroit Computing Scale. Standard 
Hardware Company, Kankakee, Illino’s. 


ADDED PROFITS DERIVED FROM THE SALE OF cares 
NAVAJO RUGS direct from the Indian reservation. More demand f 
liberal arrangement will be made for those oe 








these rugs each day. 
aati add this profitable line. Gallup Mercantile Company, Gallup, New 
exico. 





FOR SALE—Retail hardware business in New Jersey to close estate. 
Commuting town 20 miles from New York City. A wonderful opportunity; 
$18,000 cash. Address Box I-860, care of Harpware Ace, New York City. 





SALES REPRESENTATIVES WANTED 





ESTABLISHED manufacturer of housefurnishing article seeks three 
additional reliable sales representatives in middle west to sell jobbers and 
department stores. Good repeater—fair margin. Endorsed by well known 
jobbers. Advertised in Harpware Acre. Write details to Box I-844, care 
of Harpware AcE, New York City. 








SALES ACCOUNTS WANTED 








I 
SOUTHERN REPRESENTATION 


Salesman having visited the wholesale hardware, 
Drug and Notion trade, also department stores 
and large retail hardware stores in the principal 
Southwestern Cities, for the past twenty-five years 
and a member of the Old Guard Southern Hard- 
ware Salesmen’s Association, can add one more 
representative line. 
ADDRESS BOX I-883 
Care of Hardware Age, New York City 











MANUFACTURERS, ATTENTION! 


Experienced hardware sales representative now handling but one 
line and thoroughly acquainted with hardware and automotive acces- 
sory trade can give one additional line aggressive representation in 
Metropolitan New York and New York State on strictly commission 
basis. To be considered line must be fairly well established and pay 
reasonably well in return for active representation. Present connec- 
tion is agreeable to taking on additional line. Address Box I 891, 
care of HARDWARE AGE, New York City. 
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Clear cut 
sharp .. - 





Atlas Tacks and small nails—inexpen- 
sive in price — but priceless at a time 
of necessity. 


You should keep fully stocked with 
Atlas Tacks and small nails... they 
are a necessary item in the homes of 
your customers. The service which 
Atlas Tacks and small nails give, adds 
lasting patrons to your trade and per- 
manent friends for you. 


ATLAS TACK 
CORPORATION 


¥/ \V Fairhaven, Mass. . St. Louis, Mo. 























6 —— 
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«“Here’s The Rule You Need’’ 
The FARRAND RAPID RULE 


The Original Rigid—Flexible—Concave Rule 





The most remarkable practical invention in years. 

It is modernizing old methods of taking meas- 

urements. FARRAND rules are still giving 

efficient service after three years of constant use. 

One sale makes another. Now produced in three 

models, listing at $5.00, $3.75 and $3.00. 
DISTRIBUTED THROUGH WHOLESALERS 

Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 















REFILLS; A PDOMES of 


D 19 Assort- 


YB) ment: Packed STT.ENCE Display 
nal 3 Bross sets: a 

Idor.ecchof Cabinet on your 

%.$2 COUNter works for 

ex SP a. you. 
It pays good divi- 
dends on the small 
space it occupies. 


DOMES of SILENCE 


Cost Dealer $9 Per Gross Sets; Sells for $14.40 
Retail for 10c Set of 4 


If your Jobber 
cannot supply 
you—write 
us direct. 


We make all 
grades of Sliding 
Casters, Nail 
Slides, Felt Slides, 
Radio Felt Feet, 
Insulated Slides, 


etc. OUR PACKAGE 


Domes of Silence, Inc., 21 Pearl St., N. Y. City 

















Neither paint nor paper 
can cover a bad wall. For 
perfect repair work you 
can safely recommend 
Pecora Perfect Patching 
Plaster. Will not shrink, 
inexpensive. 2%, 5, 8, 
and 15-lb. cartons. Write 
for sample and prices. 
Pecora Paint Company, 
4th Street and Glenwood 
Ave., Philadelphia, Pa. 
Established 1862 by 
Smith Bowen. 
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Why Take a Chance? 


E. B. GALLAHER 


Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


I have been asked why it is safer to buy from old-established firms than from’ 
newcomers in the field. I can tell you from my own experience. 

You have heard of the customer in the restaurant ordering hash, and the waiter 
bawling out to the cook, “Another gentleman wants to take a chance.” Well, a quarter- 
century ago, when I started the Clover Grinding and Lapping Compound business, I had 
to accept such crude materials as my suppliers sent; I may 
have known what was wanted, but like the man in the 
restaurant, I bought on faith. 

As the years passed, my customers demanded more 
accuracy—my business had grown—our purchasing power 
became large—we had accumulated a reserve—so, what was 
more natural than to begin an active study of the physical 
properties of our product. 

A laboratory was established—competent engineers engaged—all crude materials were 
now being bought on rigid specifications and checked up before being used—our products 
improved—our trade expanded. Scientific studies of the various uses in which our pro- 
ducts were being employed developed opportunities for still greater service. 

Today we have developed new and better abrasives, which we alone control— 
our Compounds have a still better binder than in years gone by—an attrition ma- 
chine gives us the actual work value of every batch of compound we make. 

Our Papers and Cloths are all tested and approved for strength and density 
before they are coated; and the work value of each sheet of Color Stripe Abrasive 
Paper and Cloth is known to be up to standard before it is offered for sale. 

In other words, I know today what I am selling to my friends—I know every article 
will do the work I claim for it, while at the start I was only guessing like any other beginner. 

The Clover Manufacturing Company is no longer a beginner; positive knowledge con- 
cerning every item is the rule with us, as with all well-established 
firms—and there is the answer to your question. 

If you would like to compare the latest in Grinding and Lapping Com- 
pounds or the latest developments in Sandpaper and Metal-Cutting Cloths 
with the ordinary run of stuff, just fill out the enclosed coupon—there is 
no charge, of course. 


f ; Seen eed a a E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 
You may send me, without obligation: 


CLOVER MEG. CO., NORWALK, CONN., U.S.A. |] Sample Clover Grease-Mixed Grinding Com- 


| pound -the kind the Government is buying. 


Clover Water-Mixed Valve-Grinding Compout.d 
SINCE 1903 4 _Inits class, there’s nothing better. _ 





SANDPAPERS eg | Green-Stripe Sandpaper. _ Se hte 7 
METAL-CUTTING PAPERS AND CLOTH | Red-Stripe Turkish Emery Cloth—for polishing. 


| Yellow-Stripe Aluminous Oxide Cloth—for cut- 


AUTOMOBILE NICKEL PASTE ting hard metals. The universal shop abrasive. 
METAL POLISHES Name ——s 


CLOVER GRINDING AND LAPPING COMPOUNDS a 


; Character of business 
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Now heat regulators 


sell 





OVER THE COUNTER 
—<and how they sell! 


«““When regulators can be sold over the 
counter like soap or razors,” said one 
of our dealers last winter, ‘‘they’ll be 
an even more profitable part of my 
business than they are today.” 

Now they can be sold over the 
counter. And what’s more, the Jewell 
Jr. packaged Temperature Regulator 
is being sold over the counter by the 
hundreds. 

This fast-selling leader of the fa- 
mous Jewell line has opened up an 
entirely new market for heat regu- 
lators. Its low price — $35.95 over 
the counter — attracts people who 
once thought they never could 





Jewell 


afford the comfort and convenience of 
automatic heat. And sales of the past 
few months have shown that many men 
have been waiting for a regulator they 
could install themselves. 

For you the Jewell line is the open 
door to profits. Servicing costs come 
down to rock bottom. Over the 
counter sales are long profit sales. And 
_ the margin on every item in the 
] Jewell line rewards you with a man- 
sized profit on every unit you sell. 

Write for complete information. 
Minneapolis-Honeywell Regulator 
Co., 2815 Fourth Avenue South, 


Minneapolis, Minnesota. 


TEMPERATURE REGU! 


ee ee ~~ 





